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Abstract 
Changes in the global business environment have substantially reduced barriers to 
international trade, making global markets accessible to even the youngest and smallest 
firms. This has created conditions for the emergence and proliferation of born globals, 
often defined as firms that enter multiple foreign markets at, or soon after, inception. 
and which have become increasingly important to both emerging and developed 
economies. This is the case of the Romonet company, a UK based software company 
which has developed an innovative software solution to monitor the performance of 
Data Centers & IT operators. The work here described was based on the author’s 
curricular internship of 5 months at Romonet, developed in the context of the Master in 
Marketing. This project aimed to design a marketing and sales strategy plan for 
Romonet to enter successfully in Brazil. 
To accurately develop this strategy, a literature survey was performed focusing on the 
born global firms’ phenomenon, the drivers for their early internationalization, as well 
as the entry mode options for companies entering in new markets. The information 
obtained from the literature review and the market research of Brazil was merged, 
crossed and enriched with the information collected from a number of different sources, 
allowing the confrontation between theory and practice and the insights needed to build 
a suitable and realistic marketing and sales strategy for Romonet entrance in Brazil.  
Besides the final outcomes to the company, the internationalization case described in 
this report can constitute a valuable example for the literature regarding the study of the 
born globals’ internationalization process, that still remains to be fully explained. The 
work herein described can also constitute a valuable contribution and provide useful 
guidance and insights for other companies facing the some type of challenges.  
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1. Introduction 
Changes in the global business environment have substantially reduced barriers to 
international trade, making global markets accessible to even the youngest and smallest 
firms (Efrat and Shoham, 2012; cited by Trudgen & Freeman, 2014). This has created 
conditions conducive to the emergence and proliferation of born globals. Frequently 
defined as firms that enter multiple foreign markets at, or soon after, inception (Knight 
and Cavusgil, 1996), born globals have become increasingly important to both emerging 
and developed economies (Almor 2013; Varma 2011, cited by Trudgen and Freeman, 
2014).  
Among the growing amount of research investigating rapidly internationalizing firms, 
such as born globals, most studies are focused on the network relationships, knowledge, 
and resources behind the internationalization behavior of entrepreneurial SMEs (Ojala 
and Tyrväinen, 2007).  
This is the case of the Romonet company (Romonet, 2015a). Founded in 2006, 
Romonet is a small and medium-sized enterprise (SME) UK based software company 
which has developed a SaaS (Software as a Service) suite of software applications to 
monitor the performance of Data Center & IT operators. Romonet software allows 
businesses to accurately predict, account and manage risk within their data centers or 
cloud computing environment. 
With only 9 years of existence, the company has already offices in London, San 
Francisco and New York and a total number of 16 employees. The next step of the 
internationalization strategy of the company is to enter in the Brazilian market. 
However, due to the differences between these countries and Brazil, as the physic and 
psychological distance, resource limitations, the liability of newness, the dynamism of 
international markets and the lack of foreign market knowledge, it becomes imperative 
to build an international strategy to enter in this market.  
The purpose of this project remains in designing a marketing and sales strategy for 
Romonet to enter successfully in Brazil. To that end, two main research issues should 
be addressed: 
(1) to find the best way to enter in the Brazilian market according to both the 
characteristics of the firm and the selected market;  
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(2) To design a sales and marketing strategy that is effective and better suits the 
target market. 
This strategy will support the company’s internationalization process by accurately 
analyzing the competitive advantages of the company, being aware of the company 
weaknesses as well as the constraints of the target market and finding the most effective 
and efficient way to address Brazilian market place. Furthermore, the opportunity to 
have a Portuguese intern in the company, with experience in Management and 
Marketing, and who speaks Portuguese, will help Romonet in diminishing the language 
differences barrier, sharing knowledge and better design the strategy plan guided by the 
principles of marketing, strategy and internationalization concepts. 
To accurately develop this strategy, a literature survey was performed focusing on the 
born global firms’ phenomenon, the drivers for their early internationalization, as well 
as the entry mode options for companies entering in new markets. The information 
obtained from the literature review was merged with the information gathered from the 
employees of the company as well as the Romonet CEO and Romonet potential partner. 
The latter information was collected through the realization of semi-structured 
interviews in a first stage. Due to the need to obtain some objective and specific 
information, online questionnaires based on a Likert scale were subsequently 
performed. Also, the knowledge, experience and empirical observation obtained within 
the author internship placement at the company as well as the networking developed in 
particular with the author attendance in several industry events, contributed to 
complement and enrich the information collected before. Moreover, the marketing 
knowledge of the author acquired during the Master in Marketing was essential to 
enrich and guide the strategy plan. By merging the information obtained from these 
different types of sources, it was possible to have the insights needed to build a suitable 
and realistic international marketing and sales strategy for Romonet entrance in Brazil. 
Finally, as opposed to ad-hoc decision making, the setting up of a strategy allows a 
roadmap to better overcome the uncertainty and challenges of internationalization. 
Hence, it provides a method for measuring progress in the context of extreme 
uncertainty. 
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This strategy can give Romonet clear guidance on the many trade-off decisions the 
company has to face: whether or not to invest; keeping the internal structure or 
restructuring; when to go it alone and when to partner; when to respond to feedback and 
when to stick with vision; and how and when to invest in scaling the business.  
1.1 Objectives  
1.1.1 Objectives of the internship  
The main objective of the work, to be performed in the context of an internship in 
Romonet, is to plan a sales and marketing strategy for the company to enter in the 
Brazilian market. 
To achieve this aim, the following objectives were set: 
 
 Short-term objectives: to become immersed in the Romonet experience and 
understand exactly what the company team and customers want. Training in the 
key elements of the business will be provided; 
 Medium-term objectives: to assist with and then implement a new sales and 
marketing strategy for the Brazilian market place. Translation of certain key 
collateral may also be required; 
 Long-term objectives: to allow Romonet to grow exponentially in a new market 
(Brazil) through a sales and marketing campaign assisted by the rest of the 
company team. 
 
To accomplish these categories of objectives, the following tasks were set: 
 Decide alongside the sales and marketing team, the go-to-market strategy for a 
key new region (Brazil) 
 Assist and drive business development activities for the region 
 Assist with digital marketing and copy 
 Assist with relevant web content management & Search Engine Optimization 
(SEO) 
 Assist with website and collateral development (market specific) 
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 Work alongside the sales and marketing team to help drive business to Romonet 
both through direct sales and through partner relations 
 Assist with key industry and networking events 
1.1.2 Romonet’s objectives of internationalization to Brazil 
The main purpose of Romonet’enter in the Brazilian market is two-fold:  
 Build brand awareness 
 Increase its market share 
 
First, as Romonet is new in the Brazilian market and offers a software innovative 
solution, it is imperative for the company to create brand awareness since the market is 
not prepared to recognize the brand and mainly the value of the product. To this end, it 
is necessary an extremely effective strategy that alert the customers for the need of 
Romonet services, in order for them to successfully compete in the market.  
Second, as a born global company, that follows an international strategy, and seeking to 
take advantage of the high growth and investment in the data center industry in Brazil, it 
is essential for Romonet to increase its market share in this market, especially being a 
company that has the first mover advantage by offering a unique solution. 
Finally, there is a strong link between a company’s market share and its brand building. 
The higher the market share is, more people are available to talk about the company and 
promote it. 
1.2 Report outline 
The structure of the rest of the report is as follows. Chapter 2 contains a survey of the 
the internationalization literature and entry mode strategies by reviewing the main 
concepts as well as the representative approaches in these areas. It then pinpoints a path 
for the theoretical setting of the internationalization of the Romonet company to Brazil 
in light of the theories surveyed. Chapter 3 presents the methodology adopted in 
pursuing the work undertaken. Chapter 4 presents the design and the methodological 
grounding of the strategy proposed for the company to enter in the Brazilian market.  
Finally, Chapter 5 draws the main conclusions. It provides a summary of the work 
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undertaken and an assessment of the work contribution by revisiting the research issues 
and objectives that were set for the work. The chapter ends up with the limitations 
found and suggestions for further work. 
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2. Literature review 
Before designing the marketing and sales plan for Romonet entrance in Brazil, it is 
imperative to understand how companies such as Romonet, high tech small and 
medium-sized enterprises, start to internationalize since their creation.  
In this chapter, the main characteristics of this type of companies termed “born global” 
companies will be analyzed as well as the theories that have been developed during the 
years to explain their process of internationalization. 
2.1 Born Globals 
For several years, numerous studies have been conducted to study the behavior of newly 
established companies that, since their inception, seek to derive significant competitive 
advantages from the use of resources and the sale of outputs in multiple countries. Thus, 
these companies are governed by a strategy which is not consistent with the traditional 
theories internationalization (Oviatt and McDougall, 1994; Weerawardena et al., 2007). 
These organizations are called born globals (Rennie, 1993; Knight and Cavusgil, 1996; 
Madsen and Servais, 1997), global start-ups (McDougall and Oviatt, 1994), high 
technology start-ups (Jolly et al., 1992), instant internationals (Preece et al., 1999) and 
international new ventures (McDougall et al., 1994). In this report, the term that will be 
used to define this type of firm is born global.  
There are several definitions for the term born global. Within a quantitative analysis, 
there are two variables that are used in various global settings: one is related to the 
amount of time these companies lead to internationalize while the other refers to a 
minimum export rate. However, empirical studies have not allowed a general consensus 
on any of these requirements. While some studies do not report the time limit, others 
refer a year, two, three or even six years before internationalization may be 
accomplished (Dominguinhos and Simões, 2004). On the other hand, there are 
researchers that do not refer the minimum export percentages, while others suggest the 
rates 5%, 10% or 15% (Dominguinhos and Simões, 2004). Since there is not a full 
agreement on these issues, in this report a definition will be adopted which reflects the 
concept under study. We apply the term born global to companies that, since their 
origin, see the world as one big market (McKinsey & Company, 1993; Rennie, 1993). 
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Despite widespread academic research and representation in the literature, the born 
global phenomenon remains under-explained. In particular, there has been relatively 
little research reported on the factors that give rise to the companies’ accelerated 
internationalization (Weerawardena et al., 2007). 
An important issue concerns the drivers of the new picture of internationalization 
processes of firms. Why does this happen? An answer to this question also tells us 
something about the future diffusion of the phenomenon. Based on the literature, the 
rise of born globals may be attributed to at least three important factors:  
(1) New market conditions; 
(2) Technological developments in the areas of production, transportation and 
communication;  
(3) More elaborate capabilities of people, including the founder/entrepreneur who 
starts the Born Global firm.  
The new market conditions pull the firms into many markets very fast.  However, these 
new market characteristics have not emerged by themselves; they have to a high degree 
been caused by some basic changes in technology. First, new production process 
technology has implied that specialization, customization and niche production are more 
viable alternatives in today’s markets.  
Second, transportation of people and goods has become much more frequent, reliable 
and even cheaper than ever before; hence, cost barriers for an international approach 
have been removed. Third, developments in the area of communication allowed world 
markets to become more accessible (even for small firms) at low cost due to the use of 
internet, and “day to day business” can often be carried out in many countries from the 
same desk (Madsen and Servais, 1997).   
A final precondition for the changing market conditions and hence the rise of born 
globals is the increased ability of human resources to exploit opportunities of the 
technological changes on the international markets. Basically, the increased capabilities 
in this area are due to the fact that an increasing number of people have gained 
international experience during the last couple of decades. The mobility across nations, 
languages and cultures has created a much higher number of potential employees with a 
competence to communicate with, understand and operate in foreign cultures. Such 
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capabilities are clearly a prerequisite for exploiting the opportunities offered by new 
production, communication, and transportation technology (Madsen and Servais, 1997). 
Another effect of increased mobility and education across borders is that markets 
become more homogeneous (preferences and behaviour become less local). Therefore, 
the human resource side is certainly one of the driving forces behind the phenomenon of 
born globals.  
Nevertheless, a "missing link" in the research about born globals still exists and lies in 
the following question: Which theoretical framework should be applied in order to 
understand and explain the phenomenon? As it is the case for many new research areas, 
the point of departure when studying the phenomenon has so far mainly been empirical. 
2.2 Theories of internationalization 
The phenomenon of born globals has challenged traditional theories of 
internationalization. There are several approaches to the study of internationalization of 
born globals firms: theories focused on the company perspective, network perspective 
or in the entrepreneur perspective.   
However, neither of them represents a global vision of this process. The theories based 
on the company perspective are too dependent of the time issue, in order to build a solid 
domestic base or to establish competitive advantage. This point contradicts with the 
internationalization of the born global firms which is done early.  
The network theory asserts that companies do not necessarily need to possess resources; 
rather they can have indirectly access to the ones that they need through its network. 
However, at the beginning of its business the companies do not have enough networks. 
Therefore, this issue could be minimized by the contacts and knowledge of the 
entrepreneur.  Thus, to have a complete vision of the early internationalization of the 
companies it is necessary to link these three perspectives, as each of them alone is not 
enough to explain this process (Moutinho, 2008). 
Several theories on international expansion provide the theoretical background that 
contributes to an understanding of the internationalization of firms.  
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In this section, the most relevant theories will be analyzed and discussed, having in 
mind the case of Romonet, in which it is possible to clearly identify the three embedded 
perspectives: company, network and entrepreneur.  
2.2.1 Uppsala Model (U-Model) 
For years the stages model has dominated all other approaches towards explaining 
internationalization. This model is based on organizational learning processes. It is the 
need to acquire experiential knowledge that leads the firm to take small, incremental 
steps to open new markets (Johanson and Vahlne, 1977). Thus, the knowledge functions 
as a catalyst of commitment, making the internationalization go to develop 
incrementally (Moutinho, 2008). 
As market knowledge increases, the internationalizing firm ventures from 
geographically and/or psychically close countries to successively more distant ones. 
Psychic distance is a dominant concept in this model; it is defined as “factors, such as 
differences in language, cultures and business practices that prevent and disturb the 
flow of information between the firm and the market” (Arenius, 2005, p. 115). Only 
through experiential learning firms can overcome the psychic distance; however, as 
learning takes time, they need time to go from nearby markets to gradually more 
psychically distant markets and to increase commitment. It is therefore “a virtuous cycle 
of knowledge acquisition, risk reduction and increased external commitment” 
(Karadeniz and Göçer, 2007, p. 388). 
Thus, according to this model, the key factor for international market selection is the 
psychic distance. Here, firms choose the market, not the partner, and they do not study 
the circumstances of each of the possible markets. Unfortunately, this model cannot 
explain the internationalization of born global firms, which go abroad very quickly and 
very far away.  
This theory has been criticized by the existence of some limitations to its 
implementation: a theory too deterministic forcing the company to go through all the 
steps, much linear and systematic, different from the actual reality. Andersson (2000) 
criticizes the model, arguing that if companies followed this model, the decision makers 
would not need to take any strategic option. Furthermore, as a consequence of the 
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decreasing of the product life cycle in this new economy, mainly in the case of high tech 
products, companies have to jump stages in order to be competitive.  
Hence, a critical challenge that has emerged is the applicability of the stage theory of 
internationalization in light of the changing environment. In an evolving world 
economy dominated by growing global integration, firms are met with new market and 
competitive conditions, technological developments and more elaborate capabilities of 
human capital. All these issues contribute to the emergence of a growing number of 
studies that appear to contradict the stage theory. According to (Andersen 1993; 
McDougall et al., 1994), firms may, in fact, skip stages of international development, or 
even internationalization may not occur in stages. Also, many firms start international 
operations by entering very distant markets and multiple countries right from birth 
without prior experience (Madsen and Servais 1997; Osarenkhoe 2009; Kaur and 
Sandhu, 2014). Such firms have been termed born global firms. 
Therefore, this theory does not fit with the born global firm’s internationalization as 
these companies are internationalized since the beginning, not following all the stages 
described. Furthermore, the analysis underlying this theory is just focused on the 
company, not paying attention to the environment and not giving freedom to who makes 
the decisions.     
2.2.2 Theories focused on resources 
Resource-Based View  
According to the Resource-Based View (RBV) (Barney, 1991), the company's ability to 
gain and maintain a certain position in the market depends on its ability in accessing or 
dominating strategic resources. It focuses on the attributes of the company that are 
unique or that have large costs for competitors to replicate and therefore, that are 
sustainable, serving as a base to sustainable competitive advantage necessary to the 
company’s internationalization.  
This suggests that the company should not look at the market to see what resources it 
needs, but rather to the resources that it has or dominates, in order to determine the 
market where it can best apply and develop them. 
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Therefore, according to this approach, the entry into new markets should follow the 
following procedure: (1) identify the unique features the company has, (2) evaluate in 
which markets these resources can be used more profitably and (3) decide how to use 
these results (Moutinho, 2008). 
According to Barney (1991), the resources must be valuable (so they can exploit 
opportunities and neutralize threats with the aim of pure profit lastingly), rare 
(representing a differential between the company and its competitors), not perfectly 
imitable and without substitutes (as different resources can generate similar results).  
However, the evolution of the company does not often only rely on the resources itself 
but rather in the ability to use them in an efficient way. 
Knowledge-Based View 
The Knowledge-Based View (KBV) has emerged from the RBV by focusing on 
intangible resources, rather than on physical assets. According to this perspective, 
knowledge is the most important resource, and heterogeneous knowledge bases across 
firms are the main determinants of performance differences (DeCarolis and Deeds, 
1999). As Johanson and Vahlne (2003) point out “The development, integration, and 
transfer of knowledge should be regarded as a critical aspect of strategic management 
of internationalization”. By their experience-based learning in non-domestic 
environments, SMEs develop ‘experimental’ knowledge that can be transferred across 
foreign markets (Blomstermo et al., 2004a; Blomstermo et al., 2004b).  
Born globals can be seen as business organizations that, from or near their foundation, 
seek superior international business performance from the application of knowledge-
based resources to the sale of outputs in multiple countries. It is born global’s 
idiosyncratic knowledge base that gives rise to its organizational capabilities (Knight 
and Cavusgil, 2004). Consequently, among born global firms, competitive advantage is 
not merely explained by individual resources but by a different type of firm resource, 
namely, knowledge (Prashantham, 2005). Thus, if SMEs can generate competitive 
advantage from their knowledge, they should be able to internationalize just like large 
firms (Gassmann and Keupp, 2007). 
In the context of international expansion it is necessary to highlight the importance of 
familiarity with the target markets, and companies have a greater knowledge of 
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international markets will have a competitive advantage over those that do not have this 
knowledge. There are also companies which, while not having a significant knowledge 
of international markets, have specific knowledge (based on experience and know-how) 
that make them able to learn faster (Cohen and Levinthal, 1990). For example, 
companies that have significant technological and commercial knowledge will tend to 
enter earlier in foreign markets (Schoenecker and Cooper, 1998; cited by Pinto, 2013). 
Concluding, the knowledge-based resources are almost always valuable, rare, hardly 
imitable and irreplaceable, and companies that have the ability to create and manage 
these resources will be better able to compete both nationally and at the international 
level (Kuivalainen, 2003; Kuivalainen and Bell, 2004). 
 
As a summary of the theories described so far, there are two main groups of models of 
internationalization in which the focus of the analysis is the company itself: the stages 
model (Uppsala Model) and the models based on resources. Following the stages 
model, they have difficulty to explain how enterprises such as born globals begin their 
internationalization in a short period of time and in physical distant markets with high 
commitment. 
Regarding the models based on resources, also, the construction of the firm competitive 
advantages, such as, resources and capabilities, is a gradual process; therefore it cannot 
explain properly the case of the born global firms. 
For this reason, the researchers continued to try to investigate the internationalization 
process, introducing the network approach of internationalization. 
2.2.3 Network Model  
According to this model, internationalization depends on network relationships rather 
than on a firm-specific advantage or the psychical distance from the target market 
(Johanson and Mattsson, 1988). 
Networking refers to the relationships that firms establish, not only with suppliers and 
customers, but also with competitors and a whole series of institutions, including 
governments, universities or financial institutions. In general, these relationships can 
leverage entrance into international markets and compensate for the lack of international 
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experience (Coviello and Munro, 1995). Hence, networking allows access to new 
experiences, resources, and knowledge which were very difficult to obtain by acting in 
isolation and therefore, creates additional value for firms. As a result, it provides a 
mechanism for international market entry (Coviello and Munro, 1995). Meanwhile, 
international relationships and networking are influential not only in the 
internationalization of traditional SMEs but also for small high-tech firms (Bell 1995; 
Zarei et al., 2011).  
According to Vasilchenko and Morrish (2011), the development of contacts is assumed 
today as a fundamental tool for the exploration and exploitation of growth opportunities 
and consequently to the success of companies. These networks of contacts are of 
particular importance for SMEs, in that it allows bridging difficulties such as shortage 
of resources. In addition to facilitating access to information on international markets, 
the networks contribute to the streamlining of the internationalization process, providing 
synergies that complement the company's resources (Jones, 1999; Nummela, 2002; 
cited by Vasilchenko and Morrish, 2011). Coviello and Munro (1995), cited by 
Vasilchenko and Morrish (2011), claim that the networks also play an important role in 
strategic decision-making within companies, particularly in the selection of markets. 
McDougall et al. (1994), also cited by Vasilchenko and Morrish (2011), go further to 
state that the networks have more influence on the choice of markets than the actual 
physical distance to the home country of the company. 
Firms’ network relationships have been often considered the major initiators in the 
internationalization process, where firms are following their networks to foreign 
markets. This is in line with the assumption in the network model (Johanson and 
Mattsson, 1988) that the network relationships can act as a bridge to foreign markets. 
Although there is a vast number of empirical studies showing that the company is able 
to acquire, through the network, important resources (including the international 
knowledge), once the establishment of relations is lengthy in time (consuming time) the 
born global firms have not yet had time sufficient to establish and stabilize and may not, 
therefore, use what they do not yet have. Thus, this creates a need for another driving 
force of internationalization. To that extent, the entrepreneur can carry with him 
relations, specific features and characteristics that lead to certain companies that belong 
to certain networks become born globals (Moutinho, 2008). 
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2.2.4 International entrepreneurship  
International entrepreneurship is described as “the process of creatively discovering and 
exploiting opportunities that lie outside a firm’s domestic markets in the pursuit of 
competitive advantage”. This definition builds on recent writings in the field of 
entrepreneurship that highlight the importance of opportunity recognition, discovery 
and exploitation as a distinguishing characteristic of entrepreneurship (Shane and 
Venkataraman 2000; Zahra and Dess 2001). 
There is some evidence in the literature to show that internationalization is more 
strongly affected by the characteristics of the entrepreneur than other variables such as 
firm size and age (Axinn, 1988; Reuber and Fischer, 1997; Ellis, 2000; cited by Brito 
and Meneses, 2007). The Theory of Entrepreneurship asserts that entrepreneurs are able 
to see profit-making opportunities before others perceive them as they possess unique 
characteristics and competencies (McDougall et al., 1994; Preece et al., 1998; Ibeh and 
Young 2001). Thus, founders/managers of born global firms are thought to have a set of 
characteristics that play important roles in firms’ international expansion. 
In this line of reasoning, better educated managers with previous industry and/or 
international experience are said to be more open-minded and possess more managerial 
knowledge and capabilities; thus, they are more willing to consider internationalization 
as a strategic move (Suarez-Ortega and Alamo-Vera, 2005). The knowledge gained 
internationally, due to the fact that they born abroad or have studied or worked outside, 
leads the entrepreneur to have a greater stored knowledge, both in terms of recognizing 
the characteristics of overseas markets such as the operation of other countries. By 
dealing with different cultures, the entrepreneur develops an international mind-set, 
allowing a more concrete understanding of the differences of cultures, technological, 
political, and economic between countries, therefore, giving him a better understanding 
of the various markets. 
A relevant issue in the level of knowledge that the entrepreneur holds relates to the 
knowledge about the industry in which the company is inserted. Due to prior acquired 
experience abroad in the area, entrepreneurs can further expand their knowledge, and as 
such, communicate more accurate and detailed information. The unique knowledge of 
the industry leads to a higher connection with national and international clients, 
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allowing the action in more adequate niches of the market (Chandler, 1996). Studies 
conducted in this scope (Cooper and Dunkelberg, 1986; Aldrich, 1990) report that 
entrepreneurs tend to position their company in the same sector where they work before 
in order to maintaining the ties with prior clients and employers (Moutinho, 2008).  
The experience of the founder/manager mould their mind-set and decreases the psychic 
distance between markets (Andersson and Wictor 2003; Madsen and Servais 1997; 
Oviatt and McDougall 1995). Furthermore, findings indicate that the managers of early-
internationalizing firms are often greater risk-takers and innovators who possess an 
explicit global vision as compared to managers in traditional firms (Osarenkhoe, 2009). 
Innovation thus becomes one of the most visible attributes in the spirit entrepreneur. 
The tendency to innovate their business, both in terms organization, such as the 
products, processes or even level technology is essential for these individuals. Also, 
these individuals are constantly being exposed to challenges of uncertainty due to 
potential financial and social losses when they run a company.  
Some authors argue that the importance of vision, the definition of objectives and self-
efficiency (confidence in the ability to own create and develop the company) are 
indispensable in the form of the action entrepreneurs (Low and MacMillan, 1988; cited 
by Moutinho, 2008). 
Moreover, other authors claim that the company’s growth options are, to that extent, 
strongly conditioned by the personal characteristics of the entrepreneur. Oviatt et al. 
(2004) even claim that the entrepreneur looks at reality through the lens formed by his 
personal characteristics and fears. 
Pinto (2013) highlights the role of the entrepreneur’s contact networks, in addition to 
the personal characteristics. According to Komulainen et al. (2004), the entrepreneur 
uses social networks to, directly or indirectly, find potential partners. Hence, social 
networks allow a more rapid internationalization (Lechner and Dowling, 2003). Social 
entrepreneur networks consist of individual contacts of family members, friends, former 
co-workers and acquaintances, and by business contacts institutions, universities and 
other companies. The entrepreneurial network will be able to identify business 
opportunities, acquiring new knowledge and meet potential partners. Thus, the social 
entrepreneur networks will also be sources of expanded knowledge (Merrilees et al., 
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1998; Coviello and McAuley, 1999) and constitute a great influence on the way the 
company will move forward.  
Another key point related with the entrepreneur’s social networking is that it constitutes 
a source of social capital, targeting reputation, credibility, status and international 
entrepreneur integrity. The reputation is associated with the entrepreneurial spirit, 
credibility is related with his knowledge and skills and status with his social position 
(Easton and Bowey, 2004). Entrepreneurs often use their social capital in order to get 
resources to develop their companies. Thus, it becomes essential for these companies 
that the social capital of entrepreneur is recognized by stakeholders of their networks, 
since its reflection will be spread to their connections, leading to economic and social 
confidence in its abilities (Larson, 1992) and its prior recognition (Moutinho, 2008).  
The entrepreneur of born global firms should have all the characteristics of an 
international entrepreneur, as being able not only to recognize the related opportunities 
beyond the borders and combine the markets, but also the sufficient knowledge and 
motivation to exploit them (McMullen and Sherpherd, 2006). 
2.2.5 Conclusion 
All of the described theories try to explain the phenomenon of the born global firms, 
focusing on which are the drivers of internationalization of this type of companies. 
Researchers keep trying to recognize the similarities and distinct features among these 
theories and compile all the issues in one framework. However, until now, neither of 
these theories can explain by itself the complexity of this phenomenon. 
2.2.6 The Romonet case  
Based on the analysis of the described theories of internationalization and the acquired 
experience at Romonet Ltd during the 5 months period of the internship, it was possible 
to conclude that Romonet internationalization could drive through a compilation of all 
the theories presented. Romonet drivers of internationalization seem to derive from a 
mix of theories based on the three perspectives identified: company, network and 
entrepreneur. 
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In spite of being a SME and, therefore, having limitations in resources, Romonet, as an 
innovative technology enterprise and competitive in the market, stands out for its set of 
unique and sustainable resources, that confer its competitive advantage.  
Romonet tries to find the best way of leveraging its potential resources in order to 
success in its international business. Its main resource stems in what they call 
“actionable intelligence” as a merging between its innovated technology and knowledge 
of its human resources. Knowledge appears has a driver for competitive advantage and 
consequently for internationalization. Along with this one, Romonet has several other 
resources such as geographic location, the technology adopted, working environment, 
reputation of the company and so forth, which strengthen the potential of the company 
and its business across the borders. Romonet does not have only the resources, but the 
ability to strategically organize them to fulfill its goals. For this reason, it is possible to 
identify that part of the Romonet strategy drives from its competitive advantage given 
by the resources and capabilities of the company, following the principles of the 
Resource and Knowledge-Based views. So far, it is possible to identify the company 
perspective in the process of Romonet internationalization. 
Being characterized as a Business to Business (B2B) company and belonging to the data 
center industry, the network connections are the key for making business. Most of the 
business deals in this industry rely on network connections that start at the events. Most 
of Romonet partners, potential and actual customers are contacts that were made at Data 
center conferences. Exhibitions are generally the best place for starting “turning 
strangers into friends and friends into customers”.  These events have presence around 
the world, which creates conditions for the company to make international contacts and 
to grow globally. Also, as a niche industry, it is frequent to see the same faces at the 
events, which is easier to strengthen the business ties.  Thus, Romonet business strategy 
is also drawn in making important network contacts as described in the network theory. 
Romonet does not only have the resources and contacts needed to grow its business but 
also the spirit of innovation and exploitation of opportunities of its CEO and the other 
board members. Romonet staff is strongly motivated by their superiors who are 
encouraged in making difference and representing the power of the company. Zahl 
Zimbuwala and Liam Newbercome, founders of Romonet have a strong entrepreneurial 
mind-set, resulted from prior experience, accumulated knowledge and intrinsic 
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capabilities that have been developing through the years that truly motivated its 
employees and strongly contributed for the growing of the company. Zahl, has the 
entrepreneurial side, vision and soft skills that complement Liam’ accurate technology 
knowledge. 
Also, both of them worked for many years in the data center industry before creating 
Romonet, which enabled them to develop the appropriate knowledge and skills that are 
needed in this industry. Besides, this prior experience enabled them to make several 
networks that were essential to Romonet business. Thus, is it possible to see that the 
entrepreneurial role of Romonet board members has a strong influence in Romonet’s 
strategy. The principles of the international entrepreneur theory are also visible in 
strategy of the company. 
In conclusion, based on the analysis of Romonet business and the surveyed approaches 
on internationalization, particularly targeting the emergence of born global firms, it is 
possible to identify similarities between this type of companies and Romonet. Not only 
because it is a company with only 9 years of existence, with already 3 offices in 
different countries, and which sees the world as one big market, but also due to the way 
how Romonet has drawn its international strategy, following the same behaviour as 
other born global firms. 
2.3 Entry mode strategies 
In recent decades globalization of business has grown rapidly which, in turn, has forced 
companies to develop strategies for entering and expanding their businesses into new 
markets. One of the most crucial strategic decisions an international company has to 
make is to select a mode for entering a new foreign market (Osland et al., 2001). 
According to Gustavsson and Lundgren (2006), one of the most complex decisions an 
international company faces is selecting the most effective entry and development 
mode. As each mode of entry has its advantages and disadvantages, the selection of the 
strategy will be highly influenced by a range of sometimes conflicting forces.  
As shown in Table 1, companies might have to force certain trade-offs between, for 
example, cost, risk and the extent of control of the chosen entry mode alternative. 
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Type of Entry Advantages Disadvantages 
Exporting Fast entry, low risk Low control, low local 
knowledge, potential 
negative environmental 
impact of transportation 
Licensing and Franchising Fast entry, low cost, low risk Less control, licensee may 
become a competitor, legal 
and regulatory environment 
(IP and contract law) must be 
sound 
Partnering and Strategic 
Alliance 
Shared costs reduce 
investment needed, reduced 
risk, seen as local entity 
Higher cost than exporting, 
licensing, or franchising; 
integration problems between 
two corporate cultures 
Acquisition Fast entry; known, 
established operations 
High cost, integration issues 
with home office 
Greenfield Venture (Launch 
of a new, wholly owned 
subsidiary) 
Gain local market 
knowledge; can be seen as 
insider who employs locals; 
maximum control 
High cost, high risk due to 
unknowns, slow entry due to 
setup time 
Table 1 - International Expansion Entry Modes (Carpenter and Dunung, 2012) 
 
In the context of this report, the “Partnering and Strategic Alliance entry mode” will be 
discussed in more detail, due to its perceived relevance to the work undertaken.  
2.3.1 Partnering and Strategic alliances 
Technology is driving the formation of strategic alliances at the international level, 
reflecting the growing ease of communication, cost of research, and need for 
international standards. The emergence of new communication tools such as the 
Internet, electronic mail, social media, electronic data interchange (EDI) make cross-
border collaborations far easier and more practical than ever before. These information 
technologies have changed the manner of doing business in many sectors and have 
enabled firms to share know-how, information, distribution networks and other assets in 
different locations simultaneously (Kang and Sakai, 2000). 
A strategic alliance can be defined as “an agreement between two or more partners to 
share knowledge or resources which could be beneficial to all parties involved” (Vyas 
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et al., 1995, p. 47; cited by O’Dwyer et al., 2011). Strategic alliances can be as simple 
as two companies sharing their technological and/or marketing resources. 
Strategic alliances are formed primarily to take advantage of market opportunities such 
as new market entry and timing, existing market protection, structure and position 
within markets (Varadarajan and Cunningham, 1995; cited by O’Dwyer et al., 2011). 
Firms may have many motivations to form strategic alliances, and most of these reasons 
are based on the logic that each partner can bring complementary strengths to the table, 
resulting in a competitive advantage for the participants collectively. 
The advantages of partnering with a local firm are that the local firm likely understands 
the local culture, market, and ways of doing business better than an outside firm. 
Partners are especially valuable if they have a recognized, reputable brand name in the 
country or have existing relationships with customers that the firm might want to 
access.  
A partner’s knowledge of the local market can be invaluable to a firm if it wants to get 
its services and products into a new market. This advantage is most easily achieved 
when the local firm is in a related industry with related products. The local partner 
knows the buying habits and preferences of the local buyers and suppliers, and he 
should also have knowledge of the existing channels of distribution. These relationships 
with others in the value chain may be otherwise unobtainable to an outside firm. 
Moreover, local governments sometimes require, as a condition of entry, that entering 
companies allow some local ownership. This fact will be relevant for Romonet as the 
Brazilian Government is extremely protective of domestic production. 
However, there are some disadvantages of partnering, such as lack of direct control and 
the possibility that the partner’s goals differ from the firm’s goals.  
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3. Methodology  
The completion of the internship described in this report involved several activities that 
contributed to the achievement of the objectives set for the work and presented in 
Chapter 1.  These activities are presented in Figure 1 according to the chronological 
order of execution and briefly described in the following text, so as to document the 
process model that was used during the 5 months internship period. 
Feb Mar April May June 
A         
  
      
B 
        
  
  C 
  
  
  
      
D     
  
       
E   
                  F 
Figure 1 - Gantt chart of activities developed during the internship period 
 
A. Training – This constituted the phase where the author got used to the Romonet 
company and progressively understood each area of the business, spending a short 
period with each department. Training in the key elements of the business was provided.  
B. Literature survey update – This constituted the phase where the author updated the 
literature review already initiated prior to this project. 
C. Design of the International Strategy – This phase addressed several steps: 
 External and Internal Analysis. First, an external and internal diagnostics 
were developed. The external diagnosis included a detailed analysis of the 
industry in which Romonet is inserted and an analysis of the Brazilian market. 
The internal diagnosis included an analysis of the company with the aim of 
discovering its main resources and capabilities that confer competitive 
advantage and prompt the company to internationalize.  
 Company interviews and questionnaires – In order to complete and enrich 
the information mentioned above, it was important to understand what were the 
perception of the Romonet’ employees regarding the internationalization to 
Brazil, as well as the CEO perception. To that end, in a first stage, semi-
structured interviews were conducted: interviews to Romonet’ employees in 
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order to understand what are the company’ strengths, weaknesses, opportunities 
and threats regarding the internationalization to Brazil and an interview to the 
CEO that was focused in four main issues: 
o What are the main objectives for the company to enter in the Brazilian 
market; 
o Which is the main competitive advantage of Romonet in Brazil; 
o Which is the biggest barrier of Romonet entrance in Brazil; 
o What added value could Romonet bring to the data center industry 
worldwide. 
Subsequent to the conduction of the semi-structured interviews, in order to synthesize 
and measure the information gathered, an online qualitative questionnaire (cf. Appendix 
I) was performed to Romonet’ employees addressing the company’s strengths, 
weaknesses, opportunities and threats in Brazil. These questionnaires were essential to 
understand the company’s opinions and expectations regarding the internationalization 
process, to confront these with the information collected by the author in the previous 
steps and to complement the design of the SWOT analysis.  
 SWOT analysis. By merging the information resulted from the external and 
internal analysis with the results of the questionnaires, a SWOT matrix of 
Romonet was developed, followed by the confrontation matrix and the strategy 
matrix, obtained from the SWOT analysis.  
 Entry mode strategy. After understanding which were the strategic options for 
the company, it was necessary to decide how the company will enter in Brazil. 
Therefore, several options were evaluated and the entry mode choice was 
defined.  
 Potential partner interviews and questionnaire – Some company meetings 
with the potential market were promoted, where information about the partner 
perception of the Romonet entrance in the Brazilian market was gathered. 
Afterwards, an online questionnaire (cf. Appendix II) was designed for the 
potential partner of Romonet, so as to synthesize and classify by order of 
importance the main barriers for the company to internationalize to Brazil. This 
questionnaire was important to complement and confront the information 
collected with the external diagnosis and the SWOT analysis done previously. 
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 Targeting and Positioning. This phase addressed the definition of how 
Romonet will be positioned in the Brazilian market. In particular, based on the 
Kapferer’ brand methodology (Kapferer, 2008) the questions “Why?”, “For 
whom?”, “When?” and “Against who?” were addressed. 
 Marketing-Mix strategies. This phase addressed the product, place, price, 
promotion, people, process and physical evidence of the service offered by 
Romonet in Brazil. 
 
D. Financial Analysis – This activity was concerned with the analysis of the costs and 
revenue that the company will have to consider by entering in the selected market.  
E. Action Plan – This phase was focused in the compilation of the actions and in the 
corresponding identification of the timing, people responsible for their accomplishment 
and respective budget.  
F. Control - This phase involved the identification of the ways or metrics to measure 
the actions proposed.  
 
As a way to organize all the stages described above, a methodology with some 
innovative features was used, based on some principles of the systematic combining 
method. The systematic combining approach described by Dubois and Gadde (2002) 
can be defined as “a nonlinear, path-dependent process of combining efforts with the 
ultimate objective of matching theory and reality” and comprises two processes: the 
first deals with ‘matching’ between theory and reality; the other with direction and 
redirection of the study. 
The methodology used within this project, in spite of addressing the confrontation 
between theory and reality as proposed in the systematic combing method, is based on a 
variety of different sources to collect information and subsequently to define the 
strategy.  
Hence, the sources used included: the information collected from the literature review, 
the Brazilian market research undertaken, the author experience gained at the company 
(day to day business, participation in networking events, empirical observation during 
the internship), the author knowledge gained from her academic path, the perceptions of 
Romonet employees and the CEO about the company and its aim to internationalize to 
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Brazil (obtained through interviews and questionnaires) and the knowledge and 
experience of the potential partner in the Brazilian market (obtained through meetings 
and a questionnaire). All of these sources provided valuable insights for building the 
marketing and sales strategy for Romonet entrance in Brazil.  
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4. Designing the international strategy 
In an internationalization effort involving a SME, it is imperative to consider several 
factors that need to be analyzed before defining the strategy itself. These factors are 
often grouped into industrial, institutional and organizational factors (Peng, 2009). 
Regarding Romonet institutional factors, they deal with issues like regulations and the 
competition policy of Brazil; industrial factors are concerned with the opportunities and 
threats of the software and data center industry; finally, organizational factors represent 
the strengths and weaknesses of the firm. The external analysis includes the industrial 
and institutional factors that will be covered by the PESTEL analysis and a detailed 
analysis of the industry; the internal analysis will target the organizational factors and 
will be accomplished by the VRIO framework.  
4.1 External analysis 
4.1.1 Industry analysis 
According to Peng (2009), the industrial factors are supported by the industry based 
view. The industry based view of strategy is underpinned by the five forces framework, 
first advocated by Michael Porter and later extended and strengthened by numerous 
others. A key proposition of this framework is that firm performance critically depends 
on the degree of competitiveness of these five forces within an industry.  
The aim of using the five forces framework is to assess the opportunities and threats 
underlying each competitive force affecting an industry, in this case, the software and 
data center industry, and to estimate the likely profit potential of the industry. The 
challenge according to Porter (1979, p. 145) is “to stake out a position that is less 
vulnerable to attack from head to head opponents, whether established or new, and less 
vulnerable to the erosion from the direction of buyers, suppliers and substitutes”.  
The analysis of the software industry in Brazil will not be analyzed by the 5 forces of 
Porter framework, but it will be fully described, covering the main points of the 5 forces 
of Porter framework.  
As the Romonet product is software, the company is inserted in the software industry. 
However, the Romonet software is designed for analyzing the data centers. For this 
reason is imperative to study the data center industry as well. 
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The software industry in Brazil 
Due to the liberalization of the 1990s, which changed the business mind-set, the post-
1990 period has been characterized by the globalization of the Brazilian software 
industry with increasing penetration of the local market by foreign software companies, 
such as Microsoft, Oracle and SAP, and by the increasing globalization of Brazilian 
software companies (Gouvea, 2007). 
One important characteristic of the Brazilian software industry has been the significant 
level of domestic competition. Brazil’s extensive and dynamic market has resulted in 
the creation of thousands of software companies. Brazilian software companies have 
been competing not only with other local companies, but also with foreign companies 
operating in the Brazilian market. Because of this competition, they have developed 
distinctive technology and know–how, mostly providing software to Brazil’s leading 
industries. This specialization has resulted in the development of industry-specific 
technology and expertise.  
The Government of Brazil has also been a strong supporter of local software 
development. 
Several Brazilian universities created software development centers, as a result of this 
close collaboration between the State, universities and the private sector. This “triple 
helix” effect led to the emergence of several software “research poles” in the country. 
Main figures 
 According to the report on the Brazilian Software Market published by the 
Brazilian Association of Software Companies, known as ABES, in 2013, the 
growth of investments in Information Technology in Brazil was significant, with 
an increase of 15.4% over 2012. With this result, Brazil was among the top ten 
growths in IT, keeping the 7th position in the global ranking of IT investments 
(ABES, 2014). 
 Regarding the acquisition of software for sectors of the economy, the finance 
sector was the main buyer, with 26.3 percent of the total investment, followed 
by telecommunications with 24.4 percent and manufacturing with 20.2 percent 
(Brazil Tech, 2014). 
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 The domestic market of Information Technology, which includes hardware, 
software and services, handled 61.6 billion dollars in 2013, representing 2.74% 
of the Brazilian GDP and 3% of the world market IT investments, a very 
positive result. Of this, 10.7 billion came from the software market and 14.4 
billion from the services market and the sum of these two segments have 
exceeded 40% of the total IT market, a strong indication of the passage of the 
country in to economies that favor the development of solutions and systems.  
 The IT domestic market is operated by approximately 11,230 companies, 
dedicated to the development, production and distribution of software and 
services. From those companies that work in the development and production of 
software, about 93% can be classified as micro and small enterprises.  
  Regarding the regional distribution of the IT domestic market, the Southeast 
comprehend the majority of the market (63.91%), followed by the Midwest 
(13.21%), South (12.31%), Northeast (8.41%) and North (2.17%)  
The Market Chain  
The companies that compose the software industry can be basically categorized as:  
 Developers, responsible for producing programs and technological solutions – 
category where Romonet is inserted.  
 Distributors, responsible for delivering products, importing software, and acting 
on the supply chain; 
 Service providers, responsible for diverse activities, like consulting, support, 
outsourcing and integration of systems.  
Exports and imports 
As stated in Utsumi (2014), ABES estimates that around 77% of all the software 
commercialized in Brazil is developed abroad. The main justification would be the fact 
that widely-diffused software comes from other countries, not only in Brazil.  
The number of exports and national developers has grown, even though below the 
desired level of the software industry. From all the revenue generated from this market, 
around 2% is sold to foreign nations. 
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National production 
ABES states that the number of national developers is growing, much due to the 
popularization of the so called “third platform” — which involves mobile devices, cloud 
computing, social networking, and Big Data analytics. For the president of ABES, “we 
have been really successful with the entertainment area, especially with games and apps 
designed for smartphones.”  
The entity declares that several areas in Brazil are rising as poles for this industry, 
joining traditional centers like Florianópolis and Blumenau, in Santa Catarina. This 
frequently happens close to universities with strong technology courses. Some of the 
new developing areas are:  
 Salvador, in Bahia  
 Recife, in Pernambuco  
 Campinas, in São Paulo  
Narrowing to the data center industry 
This is a growing industry with an enormous potential due to the enormous quantity of 
data that companies have to manage nowadays. 
According to DCD Intelligence (2013), Brazil continues to lead the data center industry 
in Latin America, with an impressive 40% of all data center space in the region in 2013, 
about 750,000 m2 of technical area, 1,1GW consumption and an investment of 1,450 
million in outsourcing services. Although Brazil is still the largest data center market in 
the region, the highest rates of growth in white space are found in the smaller markets of 
Peru and Chile which have witnessed 31% and 24% growth respectively. 
According to Cushman and Wakefield (2014), Brazil is an emerging market in 
transition with a forward looking population who are early adopters of new technology 
and companies that are willing to innovate. At the same time, it is a country with one 
foot tied by unreliable infrastructure, government red tape and a shortage of skilled 
labor.  
Like any emerging market Brazil presents unique challenges for international 
companies looking to enter the market, but the country stacks up favorably to other 
BRIC nations. Market challenges include taxes, power infrastructure, and reliability. 
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The abundance of hydro means a low cost of generation. However, it is subject to price 
fluctuation and supply shortage in the drought years. 
 
Key submarkets 
 Sao Paulo  
It is the largest data center market in South America that accounts for 50% of capacity 
in Brazil. Demand is driven by financial institutions and multinational firms. Located 
near the stock exchange, the suburb of Barueri is emerging as the new data center 
centric area. Major providers include: Telefonica-Vivo, T-Systems, ALOG-Equinix, 
Terremark-Verizon, Level 3, UOLDiveo, Matrix, Ascenty and Oi (Cushman and 
Wakefield, 2014). 
The Campinas and Hortolandia region, located approximately 50  miles outside of S o 
Paulo, is known as the “Brazilian Silicon Valley”. Ascenty, IBM, Lucent, Samsung, 
Dell, Nortel, 3M Ericsson and Texas Instruments are all located in the region (Cushman 
and Wakefield, 2014). 
The first wholesale data center options in the country are being offered in Campinas, 
with capacity following in the areas of Hortolandia, Jundiai and Fortaleza (Cushman 
and Wakefield, 2014). 
IBM, Microsoft and Amazon are the largest enterprise data center occupants, all with 
deployments greater than 10 MW.  
 Rio de Janeiro  
o The second largest data center market in Brazil – operational square 
footage less than 150,000 sf.  
o Providers include ALOG-Equinix, Oi,Tivit and Level 3.  
o Many oil & gas companies, including Petrobras, are headquartered in 
this market.  
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 Secondary locations 
o Secondary locations are Belo Horizonte/Minas Gerais (South East), 
Porto Alegre (Southern) and Recife (North East - fast-growing tech 
cluster around Porto Digital innovation center). 
About 70% of IT spending in Brazil are concentrated in the Southeast, by several 
factors such as the distribution of GDP and also historical aspects as the installation of 
multinational companies in the region (Cushman and Wakefield, 2014). 
The Brazilian Midwest, however, has become a major consumer of data centers, due to 
the growth of agribusiness beyond the federal capital that is a major data center users, 
with a good level of technology as well as the Northeast, where there are internet links 
with other continents (Cushman and Wakefield, 2014). 
 
Main difficulties 
The software and data centers market claim for strategical changes in order to attract 
more investments. According to ABES (2014) the main complaints are as follows: 
 Lack of specialized manpower. The entity estimates that there is a shortage of 
around 70,000 professionals in this area.  
 High cost of labor benefits and of manpower in general.  
 Tributary problems, like the discussion between cities when charging the ISS 
tax.  
 Support for micro and small business.  
 Regarding the data centers, the main critical issue is the high rate of electric 
power. 
 
Insights 
According to ABES (2014), the software and services market trends in 2014 will be: 
(1) Big Data/Analytics expands its space, but there are still challenges: 
Investments in Big Data/Analytics will reach US$ 426 million in 2014 
 Companies will mature their Big Data/Analytics structures, but the so-
called “Socialytics” is still the main application 
 Shortage of skilled labor will continue as a challenge 
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 Investment in training will be required 
 New companies of “data brokers” and “analytics providers” will emerge 
 Solution Providers and Vendors will have to be prepared and show value 
 Despite growth, Big Data/Analytics will compete with other initiatives 
 Efforts to cloud and challenges around mobility will still be priorities 
(2) Datacenters will be essential: more than 20% of servers sold in 2014 will go 
to Datacenters 
 The need for optimization (thermal, electrical and especially 
management) will cause a refresh cycle in older data centers 
 Search for collocation and hosting remain strong in 2014 despite the 
large increase in hiring IaaS 
 Many CIOs and LOB managers are already experiencing and several will 
adopt the Cloud for some application 
 Legislation can positively affect the adoption of local data centers 
(3) Modernization of applications will continue leveraging the adoption of the 
Public Cloud: the Public Cloud will handle US$ 2.6 billion in 2017 
 The web presentation layer will be quickly moved to the Public Cloud 
 Modernization of applications is the key to move other workloads to the 
Public Cloud 
 Investments in Public Cloud in 2014 should reach US$ 569 million, 
driven mainly by SaaS 
 
These trends are also corroborated in the report published by the USA Department of 
Commerce (2014), which states that there is an increasing number of companies in 
Brazil seeking information and knowledge on cloud computing and that virtualization 
and consolidation of infrastructure investment will continue as a priority in business.  
The report also mentions that new solutions will lead to a profound change in the 
operation and delivery of IT solutions, as suppliers will release specific and targeted 
offers for the cloud environment in 2014, with the rapid proliferation of Platforms as a 
Service (PaaS) and Infrastructure as a Service (IaaS). The report stresses the expected 
growth in the IT market related to cloud computing, which is expected to reach US$560 
million as well as investments in Big Data, which are expected to reach US$394 million 
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with a special focus on training. Data centers will modernize or increase their current 
capacity in the coming years, the setting expansion of ICTs in Brazil should demand a 
new infrastructure outbreak in the country, which will have to renew and expand the 
local data centers.  
According to the IDC (2014), due to high investment cost, most companies should focus 
their efforts on optimization technique, electrical and data center management existing 
rather than investing in new centers. As Pietro Dalai, Manager Enterprise of IDC points 
out, “There is a strong cost pressure within the industry, IT areas do not have an elastic 
budget. It will have to seek an improvement in efficiency” (IDC, 2014).  That is exactly 
where Romonet stands out by its software capabilities that measure the inefficiencies 
associated to data centers.  
Another market that also pulls the demand for data centers is the Brazilian startups, 
which no longer buy their own servers and hire or collocation hosting services from the 
beginning. 
4.1.2 Market analysis 
Brazil has a large and diversified economy that offers companies many opportunities to 
partner and to export their goods and services. Doing business in Brazil requires 
intimate knowledge of the local environment, including both the direct as well as the 
indirect costs of doing business in Brazil (referred to as “Custo Brasil”). Such costs are 
often related to distribution, government procedures, employee benefits, environmental 
laws, and a complex tax structure. Logistics pose a particular challenge, given the lack 
of sufficient infrastructure to keep up with nearly a decade of economic expansion. In 
addition to tariffs, foreign companies will find a complex customs and legal system. 
Due to the fact that each region of Brazil is different, a focused analysis of the target 
regions of this project will be needed. As, at this stage, this information was not yet 
fully provided, a PESTEL (Political, Economic, Social, Technological, Environmental, 
Legal) analysis of Brazil in general will be developed in the next sub-sections. 
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Political 
Brazil is a Federal Republic made up of 26 States, one Federal District (Brasília), and 
5,560 municipalities. Brazil is a representative democracy, with a President who acts 
simultaneously as Head of State and of the Federal Government. All legislative and 
executive bodies, at Federal, State and municipal levels, are elected with four-year 
mandates. The federal legislative body is the National Congress, consisting of the 
Federal Senate and of the House of Representatives (Chamber of Deputies). Each State 
has a State legislature and a directly elected Governor, who heads the State executive 
and appoints its members. The Constitution provides for an independent judiciary 
(European Commission, 2007). 
Today Brazil is a stabilized democracy with a well developed political and institutional 
system. Still, some limitations persist that are likely to have a negative effect on 
governance, human rights and citizens’ security. The most significant challenges 
include (European Commission, 2007): 
 the difficulty of putting together stable parliamentary majorities in the 
framework of the current political system, which creates a variety of problems 
with fully exercising legislative and executive powers;  
 the relatively fragile links between the three levels of government (Federal, State 
and municipal), which make it difficult to define and implement policies and 
reforms nationwide, to promote national integration and to encourage balanced 
development of the various regions;  
 the frequent cases of corruption and unlawful use of public resources;  
 the legal and regulatory complexity and the need to improve the functioning of 
the judiciary system, to increase the efficiency of the public administration and 
to enable citizens and economic operators fully to exercise their rights; 
 the need to improve effective implementation of the existing legislation in the 
field of human rights. Excessive use of force by law enforcement officials, 
limited access to justice for the poorest and most vulnerable sectors of society, 
and abuse against indigenous people are other major causes of concern;  
 violence, which is particularly serious in big cities and frequently associated 
with (illegal) drug trafficking and social exclusion, generating a strong feeling of 
insecurity amongst citizens.  
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Brazil has, in general, some political stability, having this one only being "reconsidered" 
by the population in a more severe way in 2013 through some significant protests. This 
discontentment came most likely from the country's economic growth slowdown, which 
resulted in several social issues (like unemployment). Another cause pointed was the 
expenditures with the future world events and the corruption involved in this question. 
Economic 
With a Gross Domestic Product (GDP) in 2013 of US$2.3 trillion, Brazil is the world’s 
seventh-largest economy, spurred by a 2.5% annual growth during 2013. Growth 
slowed during last year due to reduced demand for Brazilian exports in Europe and Asia 
and modest consumer demand from Brazil’s large middle class. By 2020, Brazil is 
projected to be the fifth-largest consumer market in the world, ahead of France and the 
United Kingdom (United Nations, 2013a). 
Regarding regional development, the South and South-Eastern region of Brazil are 
considerably more developed than any other regions in the country. This might be due 
to the concentration of the population in the area. Two of the Southern States grew at a 
faster pace than the country’s annual GDP growth from 1995 to 2007, being Rio Grande 
do Sul the only one who couldn’t achieve such growth (United Nations, 2013a). The 
country’s economy is still quite based on the commodity sector while the Southern 
regions are already more exposed to the services sector. Nevertheless, it is in the South 
that still relies most of the country’s wealth. 
During the past decade, the country has maintained macroeconomic policies that control 
inflation and promote economic growth. Inflation was 6.3% in April 2014; urban 
unemployment was 4.9% in April 2014, dropping from 6% in mid-2013; wages 
continue to increase. Interest rates are high according to international standards: Brazil’s 
Central Bank benchmark rate was at a historic low of 7.25% in October 2012, but as of 
May 2014 had climbed to 11%, which is still low by Brazilian standards (USA 
Department of Commerce, 2014). 
According to Ernst & Young (2012), the Brazilian economy is benefiting significantly 
from its commodity boom, which attracts foreign investment and makes the economy 
thrive. However, this also leads to an unwelcome side effect of pushing the value of the 
currency upward. This currency appreciation puts a huge burden on the export 
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competitiveness of the country, with many of its manufacturers struggling to remain 
competitive on the world stage.  Another risk emanating from Brazil’s commodity-rich 
status is the draining of resources away from other industry sectors. The shortage of 
talent coupled with the strong Brazilian real creates an additional risk of 
deindustrialization of the Brazilian economy. The Government needs to undertake 
initiatives to diversify the economy and create a push toward developing and promoting 
value-added and innovative activities and sectors.  
According to Cushman and Wakefield (2014), one of the economical critical factors that 
affect the data center market is the high cost of electric power in Brazil: 
 The cost of generation is low because of the amount of hydro power, though it is 
subject to price fluctuation and supply shortage in drought years.  
 The delivered cost of electricity is high mostly due to multiple taxes at the 
federal, state and local levels.   
 Average pricing US$0.15-0.16 per kWh.   
 Power may be purchased on the open market for large power users but is subject 
to large price fluctuations.  
According to Ng (2014), Brazil is the 10th country with the highest electricity tariff in 
the world. However, Schneider (2012) believes that the high cost of energy will not 
prevent the expansion of data centers in Brazil, due to factors such as local demand and 
geographical position that favor the growth of the sector. However, this cost reduces the 
competitiveness on the global stage. Companies that have data centers main activity 
should have a much broader focus. 
Brazil has a huge potential to become a great player. The high cost of energy is still a 
critical factor that decreases the competitiveness on the global stage. This is the main 
factor to be addressed, but it must be done consistently, as they have to be aware of the 
issue of energy limitation. One way to reduce costs without too increase consumption is 
to provide benefits for companies that invest in energy efficiency solutions. 
  
   
   
 
36 
Social 
The social development that took place in the last 20 years in Brazil was very 
significant. The country passed from an overall poor HDI (Human Development Index) 
to a general quite good index, almost reaching the level of the developed economies' 
HDI. The South and Southeast regions are the ones that evolved the most, constituting a 
great part of the municipalities above the country's average; furthermore, 43 out of the 
44 municipalities which are considered highly developed (HDI>0.8) are in the South 
and Southeast regions (PNUD, 2013). Thus, these regions have, on average, a quite 
good life expectancy, a low level of illiteracy and an elevated GDP per capita. 
There is, however, economic inequality as about 20% of the population lives under the 
poverty line. Looking at the class distribution, there are a considerable number of 
wealthy citizens and a huge segment of people with minimal incomes. 
Regarding the level of education, Brazil children have access to free public education at 
all levels. Education at a Primary level is mandatory, and most of the Primary schools 
are maintained by the municipalities or the states that they occupy. This means that 
wealthier cities or states have better schools than their poorer counterparts, and children 
suffer because of a lack of adequate amenities and resources. This, in turn, means that 
poorer children receive a lower level of education (brazil.org.za, 2015). 
The Infant Mortality Rate (IMR) of Brazil is another social issue that is crucial to 
address. Infant mortality rates are directly proportional to sanitation, education and the 
financial income of the family. As these factors improve over time, so the IMR has been 
decreasing (United Nations, 2013b). 
Fraud, bribery and corruption are significant issues in Brazil. Brazil was ranked 73rd 
out of 182 countries in the Transparency International Corruption Perceptions Index 
2011 (Ernst & Young, 2012). For the past four years, while preparing for the Olympic 
Games, the state of Rio de Janeiro has been implementing an innovative safety program 
focused on so-called “UPP”, or Pacification Police Units, marking a radical shift in how 
Rio deals with violence and drug trafficking in the city’s “favelas” (shantytowns). 
According to most statistics, the Pacification program has been positively received and 
the numbers relating to violence have been decreasing since 2008.  
   
   
 
37 
In the workplace, stereotype Brazilians are generally not-time conscious causing to their 
frequent lateness. Furthermore, most of them require affiliation that doing a certain 
work must be confined with other people that are closest to them such family and 
friends. Thus, professionalism is disrupted by this value and might affect the objectivity 
and the effectiveness of the work at hand. The strength of family ties is very strong in 
Brazil (Hofstede, 2003). 
Regarding the culture aspects according to Hofstede cultural dimension index, Brazil 
scores low in uncertainty avoidance, low in collectivism, high in power distance, high in 
masculinity, and high in long-term orientation. In spite of high power distance, in 
Brazilian workplaces, one finds the existence of both personal (and hierarchical) and 
egalitarian (or individualist) values. Managers in Brazilian firms tend to use their 
personal touch and establish personal relationships with employees to soften the strict 
bureaucratic rules in place, which often hinders organizational effectiveness. Brazilian 
leaders often walk a fine line between being autocratic leaders and resorting to personal 
ties with employees to get their job done. Dealing well with this ambiguity is the key to 
succeeding in leadership positions in Brazil. A leader is someone seen as possessing 
strong traits of control and decision, but is expected to do so in a soft, friendly manner, 
non-confrontationally, and respective to all in the organization (Nery-Kjerfve and 
McLean, 2014). 
Technological 
Brazil is considered the most developed country of Latin America in several 
technological areas, in particular, in the communications sector. Brazil is quite 
developed in this area in the Centre, South and Southeast regions, supporting all the 
modern network means, contrasting with the other regions. It is also the 5th country 
with more internet users in the world
1
.  
There is an increasing number of companies seeking information and knowledge on 
cloud computing. It is expected that, in 2014, the IT market related to cloud computing 
will reach US$560 million and investments in Big Data will reach US$394 million with 
a special focus on training (USA Department of Commerce, 2014). 
                                                          
1
Ranking presented by the Internet World Stats at 
http://www.internetworldstats.com/top20.htm 
   
   
 
38 
The demand for telecommunications software is expected to grow as a result of the 
convergence of data, voice, and conventional and mobile telecommunication.  
With the expansion of broadband in Brazil, E-commerce is becoming part of the daily 
routine of Brazilian companies. The sector is expected to grow 35% in 2014, and it is 
expected to double by 2017, reaching sales of US$25 billion (USA Department of 
Commerce, 2014). 
The use of social media is also exploding in Brazil. It is the third largest market for 
Facebook, the fifth for Twitter, and first for LinkedIn with 6 million professionals.  
The Government is a strong supporter for the IT sector and has launched several 
projects and initiatives to promote the sector, such as the “TI Maior” project, in which a 
government investment of R$500 million will be made, by 2015, in innovation, in-
country software development and information technology. Other relevant initiatives 
that have led to the creation of new capabilities are electronic voting and e-filing for tax 
returns, as well as programmes such as the Society for the Promotion of Excellence in 
Brazilian Software that promote and foster local software industry (USA Department of 
Commerce, 2014). 
Environmental 
Brazil is, at some level, an eco-friendly country. Its carbon emissions are quite low, 
especially when compared with other emerging economies. Plus, the energy 
consumption in Brazil relies a lot on oil and hydroelectric power (47% and 35% 
respectively) and it is the 2nd country with more biodiesel production and use
2
.   
Since Brazil is the leader of the data center industry in Latin America and the country is, 
therefore, facing growing demands for energy supply, the government is carrying out 
long-term plans in the “Plano Decenal de Expans o da Energia” and the broader “Plano 
Nacional de Energia”. 
According to Cushman and Wakefield (2014), the lack of rain is the main responsible 
for the increase in the expected rate of electric power for 2015. Because of the reduction 
of the hydroelectric reservoir levels, the distributors had to buy energy from thermal 
                                                          
2
 Information provided by Independent Statistics & Analysis from the US Energy Information 
Administration at http://www.eia.gov/countries/cab.cfm?fips=BR 
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power plants, which is more expensive, since they are powered by fuels such as oil, gas 
and biomass. The high electricity rates in Brazil have been providing the popularity of 
the infrastructure of management systems for data centers (DCIM). The DCIM 
opportunities in the country are promising since the facilities under construction are 
already adopting the solution. 
According to Venkatraman (2013), as well as power management solutions such as 
DCIM systems, data centers are looking for environmentally friendly solutions that help 
companies reduce operating costs associated with energy consumption. For this reason, 
project developers will prefer integrated solutions that include infrastructure as a whole 
and not as individual components, such as integrated systems allow effective 
monitoring and imply the reduction of energy consumption. 
Legal 
The bureaucracy in Brazil is quite high and is considered one of the biggest barriers to 
the investment in the country, since it increases the corruption and makes the business 
activity slow and costly. The taxes are also a concern for most investors since these are 
usually quite high and complex. Taxpayers have to deal with at least two and sometimes 
three levels of independent tax administration at the federal, state and municipal levels. 
The country has 85 different business taxes at these three levels. 
It is difficult to avoid importation of major mechanical and electrical systems required 
for large data centers because larger size equipment is not available. Servers and 
network equipment can be sourced domestically thereby reducing tariffs.   
According to Ernst & Young (2012), nearly 32% of British entrepreneurs said 
improving Brazil’s tax system was the main route to enhancing the country’s 
attractiveness in the coming years. Within this overall measure, UK investors indicated 
four focus areas: reduce taxation (18%), increase transparency in the tax system (6%), 
simplify the tax regime (6%) and implement tax reforms (2%). 
In fact, Brazil is making an effort to simplify these issues with the Brazil’s Public 
Digital Bookkeeping System (SPED), an initiative that represents a move towards tax 
reform. SPED is an integrated program of the federal, state and municipal tax 
authorities that promotes a transparent relationship between the authorities and 
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taxpayers. It aims the integration of the different levels of taxation by standardizing and 
sharing accounting and tax information. 
Brazilian lawmakers amended legislation (Marco Civil da Internet) so it no longer 
contains a provision requiring Internet companies (including hybrid or cloud services) 
to store data on local servers in the country.  However, there are still broad 
international concerns about the privacy/security of online data and future proposed 
rules and guidelines about data localization need to be closely monitored.   
There are also some initiatives set to protect Brazilian exporters and domestic 
producers. In 2010, President Lula signed a provisional measure that later was approved 
by the Congress and became law (No. 12,349, December 15, 2010), giving preference 
in public tenders to firms that produce in Brazil - whether foreign-owned or Brazilian – 
and that fulfill certain economic stimulus requirements such as generating employment 
or contributing to technological development, even when their bids are up to 25 percent 
more expensive than competing imported products. In August 2011, this system of 
preferences was folded into “Plano Brasil Maior”, the national industrial policy. 
Government procurement is just one of thirty-five components under “Brasil Maior” 
intended to support Brazilian exporters and protect domestic producers, particularly 
labor-intensive sectors threatened by exports from abroad.  
It is often difficult for foreign companies to sell to Brazil’s public sector unless they are 
associated with a local firm. To be considered a local firm, a firm’s capital, decision-
making authority, and operational control must be majority Brazilian-owned. A 
Brazilian state enterprise is permitted to subcontract services to a foreign firm if 
domestic expertise is unavailable, while a foreign firm may only bid to provide 
technical services when there are no qualified Brazilian firms (USA Department of 
Commerce, 2014). 
It is worth noticing that the PESTEL analysis provided herein was performed at the end 
of year 2014 by the author; hence, the political and economical crisis that Brazil is 
currently facing was not considered at that stage in the analysis. 
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4.2 Competition 
Currently, Romonet does not have any direct competitor, which makes Romonet a 
pioneer in the market. Other companies, such as companies that provide data center 
infrastructure management services (DCIM vendors) or data center consultants and 
engineers, analyze their costs by using excel spreadsheets. However, this is an outdated 
method and does not provide the accurate information needed to improve companies’ 
efficiencies.  
Nevertheless, there is a UK company, Operational Intelligence (OI, 2014), which offers 
consultancy services and training in risk and energy assessments to help data center 
owners to improve critical facility performance, that is trying to reach customers in 
Latin America.  This company does not offer a similar software suite of applications as 
Romonet; they just give consultancy and training services and they do not have a 
software to predictive modelling. In fact, Table 2 shows that Romonet is the only 
company that does predictive modeling, enabling data center (DC) forecast 
performance. 
 
  
Track DC 
performance 
Forecast 
Performance 
Track 
PUE 
Break 
down 
costs 
Business 
case 
creation 
DC 
design 
review 
Benchmark 
Romonet        
Data Center 
Infrastructure 
Management  
vendors 
       
Data Center 
consultancy 
       
Data Center 
engineers 
       
Table 2 - Romonet vs. Competitors 
4.3 Internal analysis 
While the industry based view is focused on how “average” firms within one industry 
compete, the resource based view is concerned on how individual firms differ from each 
other within an industry (Peng, 2009). The resource based view concentrates in the 
strengths and weaknesses of the firms and is related to organizational factors. 
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According to Rothaermel (2012), the resource based view is a model that sees resources 
as a key to superior firm performance. If a resource exhibits VRIO (Value, Rare, 
Inimitable, and Organizational) attributes, the resource enables the firm to gain and 
sustain competitive advantage.  
4.3.1 VRIO analysis 
The VRIO Analysis (Barney, 1991) is an analytical technique which for each type of 
resource considers the following questions (evaluation dimension) for an organization 
as well as for its competitors. VRIO is an acronym from the first letters of the names of 
the dimensions: 
 Value - How expensive is the resource and how easy is it to obtain on the 
market (purchase, lease, rent…)? 
 Rareness - How rare or limited is the resource? 
 Imitability - How difficult is it to imitate the resource? 
 Organization, respectively arrangement - Is the resource supported by any 
existing arrangements and can the organization use it properly? 
Evaluation with the help of a VRIO analysis is used to assess the situation of the 
organization, its resources and possible competitive potential or potential for 
improvement in the given area or for a given resource. Such an assessment is often used 
for strategic management. 
A VRIO analysis was performed for the Romonet company, which is shown in Table 3. 
The evaluation of the company resources is described in the following sub-sections. 
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Resources Valuable Rare 
Hard to 
imitate 
Explored by 
organization 
Competitive 
implication 
Economic 
Results 
Physical capital 
resources 
Geographic location yes no no yes competitive parity normal 
  
Technology adopted yes yes yes yes 
sustained competitive 
advantage 
above the 
normal 
  
Level of technological sophistication that the company 
operates in relation to their customers 
yes no no yes competitive parity normal 
  
Product complexity merged with Human Resources 
knowledge 
yes yes yes yes 
sustained competitive 
advantage 
above the 
normal 
Human capital 
resources 
Working environment yes no no yes competitive parity normal 
  
Tacit knowledge of the staff yes yes yes yes 
sustained competitive 
advantage 
above the 
normal 
Organizational 
capital resources 
Reputation of the company yes no yes yes 
temporary competitive 
advantage 
above the 
normal 
 
Social responsibility yes yes no yes 
temporary competitive 
advantage 
above the 
normal 
  Ability to innovation yes yes yes yes 
sustained competitive 
advantage 
above the 
normal 
  Access to the board members yes no no yes competitive parity normal 
  Network contacts yes no yes yes 
temporary competitive 
advantage 
above the 
normal 
  Knowledge/Experience in internationalization yes no yes yes 
temporary competitive 
parity 
above the 
normal 
  Intern communication yes no no yes competitive parity normal 
Financial 
resources  
Investment in management knowledge practise and 
training for human capital  
yes no no yes competitive parity normal 
Table 3 – Romonet VRIO analysis 
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Physical Capital Resources 
Geographic Location 
Romonet has offices in the UK and the USA which are the main locations where are 
running most of the data center business. “In spite of the splitting and growing of data 
center business in South America and Asia, the world still has its alpha market – the 
United States – which in all probability will continue to lead the IT and data center 
world for decades to come but markets that are now emerging recognize that they do 
not have to follow the route that established markets followed” (DatacenterDynamics, 
2013). Also, according to DatacenterDynamics (2013), the top 3 data center markets of 
the USA, Japan and the UK still account for almost half of all global data center space. 
Therefore, Romonet is located in strategic places, in the center of the data center 
business, which facilitate all the Romonet business, especially the establishment of 
networks.  
Technology adopted 
Romonet has brought together its powerful and patented data center cost and   
performance predictive modeling engine with a noSQL database architecture and Big 
Data analytics, allowing faster and more insightful decision-making information for 
users. 
Romonet has been also updating the Portal’s user interface, to provide a targeted and 
easy to understand view for site managers and staff along with users that have 
responsibility across a portfolio of many sites. 
Romonet uses a high level technology in order to create and manage the software. As 
the software is very complex, Romonet needs to have the suitable technology to manage 
it.  
The software provides predictive analytics and simulative modeling in the data center 
industry, to quickly and accurately calculate the TCO (Total cost of ownership) of a 
data center, which brings much value for the customers. In order to provide value for 
the customers and constantly improve the software, the technology behind is a crucial 
resource for Romonet. Also, it is rare because any company has a proper software to do 
predictive modeling; instead, excel spreadsheets are used which are not integrated, do 
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not allow forecast analysis, and constitute very limited technology tools for the growing 
and the demand of this industry. “The default software solution to almost everything 
else in the data center world was Microsoft Excel. Rack elevations, equipment 
inventory, space planning, financial planning, capacity planning, all were done in 
complex, disconnected, manual and error prone Excel sheets. They served the needs of 
the time”, said Zahl Limbuwala, CEO of Romonet in  DatacenterDynamics (2015a). 
Due to the high level technology, complex procedures and the management knowledge 
of the people who work in the software, this resource is very hard to imitate as 
technology doesn’t bring benefits if it is not used properly. The value is not in the 
equipment, but in how the equipment can bring profits. According to the interview 
conducted to the CEO of the company, for Zahl Limbuwala, “the highly accurate 
business monitoring metrics that come from Romonet predictive modeling technology, is 
the main competitive advantage of Romonet”. 
 
Level of technological sophistication that the company operates in relation to its 
customers 
As the service provided by Romonet is actually analysis by using a software, the final 
product delivered to the customer can be presented by a detailed report or an analysis 
showing directly from the software by WEBEX. Moreover, the contents of marketing 
material such as brochures, gifts and other marketing material are also technological 
oriented in order to fit the company’s profile as well as giving an image of a company 
that tracks the technological evolution. All that technological sophistication constitutes 
a valuable resource for Romonet and it is properly used and embedded by the 
organization. 
“This is the first time I’ve seen a tool that actually knows that there’s a world of capital, 
and there’s a world of operating expense. Most guys can’t think financially at all, in our 
space, and to have that in a tool was very unique” said Chris Crosby, CEO and co-
founder of Compass, about Romonet Portal in DatacenterDynamics (2013). 
Romonet’s competitor is often the ‘internal spreadsheet’ – something developed in-
house that will align to company policies and supposedly contain all the data needed for 
executives. That is the problem – how accurate is your data? What if it has an error that 
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affects all the calculations? How many key business decisions are based on that internal 
document?  
“To work properly, the energy costs have to be measured and apportioned on an hourly 
basis. This could be done by hand using reports and spreadsheets, but it is far better to 
have it in real time and in an automatic way. The difficult bit is not doing it once, but 
doing it continuously”, pointed out Zahl Limbuwala in DatacenterDynamics (2015c). 
 
Product complexity merged with Human Resources knowledge 
“After many years of preaching the total cost of ownership sermon within the data 
center industry, we have developed a reputation as the independent authority on cost 
and performance of data centers. These new productized services will make it easier for 
anyone who requires guidance to engage with us and take advantage of our 
independence and knowledge before they commit to a crucial decision”, said 
Limbuwala in Romonet Ltd (2015b). 
Romonet products are a result from “actionable intelligence” of its team, that is, they 
are an outcome of the merging between knowledge and technology. They are valuable 
because they revolutionized the industry, especially the DCIM, giving the operational 
team the visibility and warning of future operational issues. Romonet software is a high 
tech product which allows Romonet operators to withdraw crucial information for 
companies, by extensive actual and predictive analysis. Its high quality, complexity and 
accuracy merged with the knowledge of Romonet’s team, makes this product rare and 
very hard to imitate by the competitors. In fact, this product has already a patent in 
Japan.  
Human Capital Resources 
Working environment 
The company offers an exceptional opportunity to work within a highly experienced 
and motivated team of industry leading experts in big data analytics in the data 
center space. The small size of the company allows that all the members can work and 
run the business together, creating a friendly and motivating environment. Furthermore, 
the Romonet team is culturally diverse, which brings value to the company and 
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employees by sharing their experiences and different points of view. “Being constantly 
challenged and never bored is what I love about my job. Each member of the team 
accepts the challenge of a growing company as we all believe that Romonet technology 
can make a difference. I work with some of the most talented, dedicated and friendly 
people with vision who always encourage me to bring new ideas to the table”, said 
Imedashvili, Digital Marketing & Product Manager of Romonet, in Romonet Ltd 
(2015a). 
 
Tacit knowledge of the staff 
Zahl Limbuwala (CEO) and Liam Newcombe (CTO) created Romonet due to their vast 
experience, knowledge and passion about the data center industry. Before creating 
Romonet they have worked together in a technology leader company named Cable & 
Wireless; this was the footstep for the creation of the Romonet business. With 
experience in electric engineering, IT systems engineering, network engineering and 
software development, Romonet leaders collected the necessary knowledge, experience 
and vision to create Romonet software. As Romonet is a small high tech company, 
internationalized since the beginning, it needs employees with very strong backgrounds, 
very hardworking and motivated and, more important, with vision. 
Due to the employees’ backgrounds, the intensive trainings supported by Romonet and 
the “learn by doing” inside the company, Romonet employees bring the skills, the 
knowledge and passion to transform Romonet ground-breaking technology business 
into a world renowned, industry leading software company. 
Therefore, Romonet staff is valuable for the company due to the experience and 
knowledge that they bring and acquired to the company. As a small company, each 
employee has a strong contribution in the business role. Therefore, Romonet staff 
recruitment is a demanding process.  
Organizational Capital Resources 
Reputation of the company 
In spite of the fact that Romonet is a small company with few years in the market, it has 
already a strong reputation in the industry. Romonet has won a Data Centre Dynamics 
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award, being named as one of the year’s most promising European private technology 
ventures in 2012. Moreover, Romonet is mentioned in many articles and magazines 
related to the industry by its innovative software product. 
With big companies plugging DCIM, and its offshoots data center service optimization 
(DCSO) and data center predictive modeling (DCPM), it is a surprise to find a tiny 
software firm based in South London, creating as much noise as Romonet has - while 
resolutely refusing any attempt to lump it in with the DCIM crowd 
(DatacenterDynamics, 2015c). 
 
Social responsability 
Most people think that the future of the world will be defined by globalization, but the 
truth is that technology matters more. In a world of scarce resources, globalization 
without new technology is unsustainable (Thiel, 2014). That is where Romonet comes 
in by bringing innovation in the design of data centers with its high-tech modelling 
software and, in this way, providing a better future by creating a more energy efficient 
data infrastructure. In other words, Romonet has an enormous value to this world by 
bringing a radical change with its predictive modelling of data centers. Using this 
software, companies can leverage resources in a more economically sustainable way 
and consume less energy. For example, it is possible to analyze if a data center is using 
the much free cooling as possible instead of chillers, in order to save energy and costs 
by using the outside air. 
 
Ability to innovation 
“The emergence of increasingly low cost cloud services, coupled with the ever more 
competitive market for commercial data centers, means that those investing in data 
centers need to have a clear understanding of their costs and be able see and model the 
implications of their business and technical decisions” says Andy Lawrence, VP of 
research for data center technologies at 451 Research (DatacenterDynamics, 2015c). 
That is where Romonet fits the “hole” in the market: Romonet brings innovation using a 
sophisticated, 98% ‘out of the box’ accurate set of algorithms which are embedded in 
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software. Its experts combine both data and science to provide predictive analytics, Big 
Data and activity based costing across the entire spectrum that includes finance, 
operations, engineering, sales and IT. Up to now, it is the only company with a proper 
software to predictive modelling. 
 
Access to the board members 
As Romonet is a small company and the team works together, all the decisions and roles 
in the business are decided between departments, and the key ones are discussed 
between the whole team. This allows the participation of all the employees in the 
improvement of the company and keeps them motivated and aware of the business role 
in the company. Also, it helps the board team to get closer and aware of what any 
member of the staff is doing. Furthermore, it is a good practice to learn with the board 
team.  The board members are not just the ones that make authoritative decisions but 
they inspire strong personal loyalty and team working. “Founders are important not 
because they are the only ones whose work has value, but rather because a great 
founder can bring out the best work from everybody at his company”, (Thiel, 2014, p. 
189).  
 
Network contacts 
Firms affiliated to the networks can gain a critical source of knowledge for 
internationalization from current international activities taking place in the networks 
(Korsakiene, 2014). 
Due to Romonet geographic location, early internationalization, experience in “learn by 
doing” and strong participation in the data center industry events, the company has been 
developing a strong network in this industry. This is a valuable resource that will help 
the company entrance in new markets, mainly in Brazil. Also, it is very hard to imitate 
this resource, as it results from the hard work and growing of Romonet since its creation 
and it is especially related with the ability of Romonet in quickly “turning plans into 
actions”. 
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Although the data center industry is growing very fast, this industry is small yet. 
Usually at the data center events it is common to see the same faces every time. As 
Romonet is used to go to the main events in the industry, most of its network contacts 
cover all the audience. This also allows Romonet to strengthen the relationship with its 
network contacts.  
 
Knowledge/Experience in internationalization 
As Romonet is a born global enterprise with an entrepreneurial mind-set, it has been 
developing strong skills and experience in entering in new markets, such as looking for 
target customers, potential partners, doing personalized advertising, dealing with legal, 
political or economic issues, cultural shocks, different points of view, and so forth. 
Therefore, this knowledge is a very hard to imitate resource and very valuable for 
Romonet, and will be a powerful support for Romonet’ business in Brazil.  
It has been shown that the more the firm knows about international operations, the less 
tacit knowledge the firm needs to generate in each new foreign market. Therefore, 
international experiences can reduce perceived risks when entering in new foreign 
markets (Hilmersson, 2012).  
 
Intern communication 
Romonet is a small enterprise, with already 3 offices in different countries. Due to its 
size and coordination, Romonet has strong intern communications between all the 
departments in the office as well as between offices. All the employees are aware of 
what is going on in the company and frequently Romonet does meetings with all the 
employees in order to share future decisions. This constitutes a strong resource of 
Romonet, allowing its employees to be motivated and with the feeling that they are an 
important piece of the company, and the awareness that they may give important 
contributions for the growing of the company. Also, this is very valuable for Romonet 
as it helps to better manage the business; especially if the company wants to expand the 
scope of the business, quickly achieve the objectives and learn by sharing different 
point of views. An engaged workforce feels valued involved and that they genuinely 
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matter.  Higher levels of engagement improve morale, boost productivity and lead to a 
better working environment in general. Effective communications ensure that 
employees fully understand the company, its values and purposes, what is expected of 
them to achieve the company goals and how to fully engage with their own roles 
(Sylvester, 2014).  
Financial resources 
Investment in management knowledge practice and training for human capital 
Romonet invests in the improvement of its staff; thus, when a new employee comes to 
the company, Romonet provides intensive trainings during the first weeks in order to 
the employee to get involved with the product and with the business role as well.  Also, 
Romonet is able to invest in additional formation if it is necessary or a complement to 
the employee. Recently, Romonet hired a COO (Chief Operating Office) for the 
company. This decision was taken due the fact that, as Romonet is growing faster, a 
restructure in the company regarding human, physical and financial resources as well as 
a strategic vision for the future business role will be needed. 
4.4 SWOT Analysis 
A SWOT analysis was performed for the company which is presented in Table 4, 
whereas its dimensions are described in the following sub-sections.  
Strengths 
Romonet is a “born global” enterprise that with only 9 years of existence has already 3 
offices in different international locations: San Francisco, New York and London. Due 
to this inception, it is a proactive enterprise which is familiar with internationalization 
and which can easily deal with different environments.   
Romonet offers a SaaS suite of software applications with intuitive and unique features, 
allowing data center operators and IT operators to predict costs, test scenarios, create 
business cases and enabling them to squeeze every dollar of value from their expensive 
assets, regarding their data centers. This allows operators to maximize their return on 
investment, improve their business performance through more confident decision-
making based on predictive analysis by modelling the data that no other company or 
technology can offer today. They go along with the entire life cycle of data centers, by 
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helping investors, designers, builders and managers of data centers. They ensure to their 
customers that they are making efficient decisions from investors to managers. 
According to the questionnaire designed for Romonet employees included in Appendix 
I, 91% of the respondents defended that the uniqueness of Romonet software is an 
extremely important strength for Romonet entrance in Brazil. As Zahl Limbuwala 
affirms in the interview conducted by the author “Romonet competitive advantage is the 
ability to deliver a consistent set of highly accurate business monitoring metrics that 
come from our predictive modeling technology”. 
Romonet is the only company that analyses the costs of data centers by using software 
applications. Thus, the service offered by Romonet has a lot of distinguishing features 
as the software is unique, integrated, produces information in time (just seconds), there 
is  only one version of the data analyzed, it is the only software that offers predictive 
modelling and it doesn’t have the security problems that arise when using Excel 
datasheets. 
Romonet has already a qualified staff, with strong backgrounds in engineering, IT 
development, marketing & sales and other several areas and which have developed a 
strong knowledge and experience in this business branch as well as the skills required to 
the construction and management of the software. According to the questionnaire 
included in Appendix I, 100% of the respondents agreed that the quality of Romonet 
staff is an extremely important strength for the company internationalization to Brazil. 
The company has also a Portuguese intern which will be a strength for the entrance of 
Romonet in the Brazilian market. 
According to the questionnaire (cf. Appendix I) other Romonet strengths referred by the 
respondents as important for Romonet internationalization to Brazil include deep 
knowledge about the data center industry, high flexibility due to the size of the 
company, an international team and the patent granted in Japan. 
Weaknesses 
Even though Romonet is familiar with internationalization from the beginning of its 
creation, it is not used to enter in markets in which the culture is so different from its 
local market. So, the lack of knowledge can be a weakness of the firm. 
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The fact that Romonet is a small company, which serves other markets, can be difficult 
to manage one more market efficiently. The lack of human and financial resources to 
support the business in this market is also a weakness of the company. According to the 
questionnaire included in Appendix I, 41,7% of the respondents agree that the size of 
the company, mainly the lack of resources is an extremely important weakness of the 
company regarding the entrance in the selected market.  
Furthermore, Romonet does not have many networks in Brazil besides the enterprise 
Level 3 and Equinix which are already its customers in the UK and the USA and main 
data center providers in Brazil. Even though Romonet has modelled some of their sites, 
none of them was in Brazil. This fact could be a weakness of Romonet once the IT 
market is characterized by strong domestic competition. According to the questionnaire 
(cf. Appendix I), 50% of the respondents agreed that the lack of networks in Brazil is an 
extremely important weakness to have in consideration in the entrance in the Brazilian 
market.  
Opportunities 
Even though Romonet has indirect competitors as the UK based company Operational 
Intelligence (OI, 2014), they just do consultancy services and they don’t have a software 
that does predictive modelling. Also, the other competitors as DC vendors, DC 
consultants and DC engineers used outdated methods as Excel spreadsheets as an 
analytical tool for analyzing data centers performance that cannot accurately predict the 
costs. This constitutes a competitive advantage for Romonet as the software is 
integrated, can accurately analyze data and do predictive modelling, providing 
information in real time which in excel spreadsheets is impossible. According to the 
questionnaire (cf. Appendix I), 33% of the respondents agreed that the opportunity of 
having the first mover advantage is critical for entering in Brazil. 
Since the trends for the coming years in Brazil predicted by ABES (2014) include 
strong investments in Big Data/Analytics, the optimization (thermal, electrical and 
especially management) of data centers and the increasing adoption of Cloud computing 
by companies, this will be the perfect timing for Romonet to enter in this market. In 
fact, 50% of the respondents agree that the fact that Brazil is the leader of the data 
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center industry in Latin America constitutes a very critical opportunity for Romonet to 
enter in this market. 
Furthermore, according to Ernst & Young (2012), Brazil and the UK already enjoy 
strong political and economic ties. In 2011, the UK emerged as the second largest 
investor in Brazil, after the USA, both in terms of the number of FDI (Foreign Direct 
Investment) projects and their value. The Brazil-UK Joint Economic and Trade 
Committee (JETCO), established in 2006, works on an ongoing basis to strengthen the 
bilateral economic and commercial relationship between the public and private sectors 
in the two countries. JETCO also organizes annually the UK Brazil CEOs’ Forum, 
which brings together 10 major companies from the UK and 10 from Brazil, to identify 
and act on business opportunities. 
Moreover, the Brazilian market will be the right market to enter at this time, because of 
the issues about the costs of energy power and their need of efficient solutions to reduce 
costs.  According to the questionnaire, 50% of the respondents agree that the high cost 
of energy is a critical opportunity for Romonet to enter in the selected market. 
As around 77% of all the software commercialized in Brazil is developed abroad, this 
could be an opportunity for Romonet to sell its product. 
Also, shortage of skilled labour in this industry in Brazil could be a good opportunity 
for Romonet to share its knowledge and contribute for the improvement and innovation 
of the Brazilian market. 
The change of the legislation in “Marco Civil da Internet” that is no longer requiring to 
store data on local servers in the country, is a good opportunity for the growth of foreign 
investments in the country and for Romonet as well.  
Threats 
Although the software service offered by Romonet is innovative, its main competitor 
already has some customers in Latin America, such as in Chile, which may constitute a 
facilitator issue to reach other customers in the same region, like Brazil. 
Furthermore, before establishing operations in Brazil, investors from the UK need to be 
cautious about bureaucracy, corruption and the complex tax regime. However, due to 
favorable tax incentives for local production (Plano Brazil Maior), this could encourage 
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British enterprises to set up their base in Brazil. According to the questionnaire included 
in Appendix I, 41,7% of the respondents agreed that the bureaucracy and tax regime 
constitute a critical threat for Romonet regarding the entrance in Brazil. 
Finally, the culture shock, mostly the language and the way Brazilians deal with 
business, could constitute a huge barrier to Romonet. In spite of the fact that both the 
Brazilian and the UK are individualistic, masculine and low uncertainty avoidance 
societies, Romonet can face some issues regarding power distance and punctuality as 
well as other different aspects in the workplace. However, according to the 
questionnaire, 41,7% of the respondents affirm that this threat is less critical for 
Romonet. 
Once the Brazilian software industry is characterized by a significance level of domestic 
competition, this may difficult the entrance of Romonet in the Brazilian market, as well 
as the strong support of the Government accordingly, which will invest R$500 million 
in 2015, in innovation and in-country software development and information technology 
(USA Department of Commerce, 2014). However, according to the questionnaire (cf. 
Appendix I), regarding the significant level of domestic competition, 58,3% of the 
respondents admit that this threat is less critical for Romonet. On the other hand, 33,3% 
of the respondents agree that the Government protection is a critical threat for Romonet. 
Also according to the questionnaire, 50 % of the respondents classify the tax regime and 
burocracy (25%) and the fraud, bribery and corruption (25%) as the main critical threats 
for Romonet entrance in Brazil.  
On the other hand, according to the semi-structured interview conducted to the CEO of 
Romonet and the questionnaire done to the potential partner of Romonet (cf. Appendix 
II), Zahl Limbuwala, CEO of Romonet, states “a main barrier of internationalization to 
Brazil is the lack of knowledge of the local language and culture”, while Miguel 
Gallego, CEO of Quark by aceco TI (Quark by aceco TI, 2014) claims as a main barrier 
of internationalization, the strong protection of the Government.  
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SWOT analysis 
Strengths Weaknesses 
S1- Romonet is a Born Global enterprise, 
familiar with internationalization 
W1 – Lack of knowledge about the market 
S2 – Unique, integrated software W2 – Small company - lack of resources 
S3 – Qualified Staff W3 – Weak networks in Brazil 
S4 – Portuguese intern inside the company  
Opportunities Threats 
O1 – Competitors use outdated methods T1 – Main competitor (OI), with already 
customers in Latin America. 
O2 – Strong investment in Brazil in Big Data/ 
Analytics 
T2 – Burocracy, Corruption and tax regime in 
Brazil 
O3 – Strong ties between UK and Brazil T3 – Cultural shock  
O4 – Cost of energy – emergency to have 
more efficient solutions 
T4 – Significative level of domestic 
competition 
O5 –  77% of software commercialized in 
Brazil is developed abroad 
T5 – Government is a strong supporter of 
local development – TI Maior 
 
O6 – Brazil leads the data center industry in 
Latin America 
T6 – Partner's interests overlap to the interests 
of Romonet 
O7 – Shortage of skilled labour in this industry 
in Brazil 
 
O8 – Marco Civil – no longer requiring to 
store data on local servers in the country 
 
Table 4 - Romonet SWOT Analysis 
 
The SWOT analysis creates a ‘confrontation matrix’ (cf. Table 5) between ‘the inside of 
the organization’ (Strengths and Weaknesses) and the environment the organization 
operates in (Opportunities and Threats). That confrontation helps to create a strategic 
direction for the organization and brings out issues the organization can act upon 
(Move! Organizational Learning, 2011).  
For instance, the weakness W1 (“Lack of knowledge about the market”) is negatively 
affected by the threat T1 (“Main competitor with already customers in Latin America”); 
therefore, for this combination (W1-T1), a strategy or strategies will be defined in order 
to overcome W1 so as to minimize the negative effect of T1.  
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Threats Opportunities 
  
T1 T2 T3 T4 T5 T6 O1 O2 O3 O4 O5 O6 O7 O8 
Weaknesses 
W1 (-) (-) (--) (-) (-) (-) 0 0 (++) 0 0 0 0 0 
W2 (--) (--) (--) (--) 0 0 0 0 0 0 0 0 0 0 
W3 (--) (-) (-) (--) (--) (-) (++) (+) (++) (+) (+) 0 (+) 0 
Strengths 
S1 0 (-) (--) (-) (-) (-) 0 0 (++) (+) (+) 0 (+) 0 
S2 (-) (-) (-) (-) (-) (--) (++) (+) (+) (++) (++) 0 (++) 0 
S3 0 0 (-) 0 (-) (--) (++) 0 0 0 0 0 (++) 0 
S4 0 0 (--) 0 0 0 0 0 (+) 0 0 0 0 0 
Table 5 - Romonet Confrontation Matrix 
 
 
4.4.1 Strategy Implementation 
According to Gabriel (2010), after designing the confrontation matrix, the strategies are 
defined according to the following categories: 
 Survival strategies (SS) are designed to avoid the effects that environmental 
conditions may have on the internal aspects;  
 Defensive strategies (DS) attempt to respond to unfavorable environmental 
conditions relying on strengths; 
 Reorientation strategies (RS) enjoy a positive environmental situation to correct 
deficiencies or internal weaknesses; 
 Offensive strategies (OS) try to get the most of a favorable environment. 
 
For the case of Romonet, Table 6, displays the classification undertaken and description 
of the strategies. 
  
   
   
 
58 
 
 
Relationship Strategy Description 
SS 
W1-T1 SS1/SS2 
Intensive research about the market / partnership know-how and 
networks 
W1-T2 SS1/SS2 
Intensive research about the market / partnership know-how and 
networks 
W1-T3 SS1/SS2/SS3 
Intensive research about the market/partnership know-how and 
networks/  HR Recruitment 
W1-T4 SS1/SS2/SS4 
Intensive research about the market / partnership know-how and 
networks/ Strong marketing and sales campaign 
W1-T5 SS1/SS2/SS4 
Intensive research about the market/ partnership know-how and 
networks/ Strong marketing and sales campaign 
W1-T6 SS5/SS4 
Audit the partners work for Romonet / Strong marketing and sales 
campaign 
W2-T1 SS2/SS3 Partnership know-how and networks/HR Recruitment 
W2-T2 SS2 Partnership know-how and networks 
W2-T3 SS3/SS4 HR Recruitment / Strong marketing and sales campaign 
W2-T4 SS3/SS2/SS4 
 HR Recruitment /Partnership know-how and networks/Strong 
marketing and sales campaign 
W3-T1 SS4/SS2 
Strong marketing and sales campaign/ partnership know-how and 
networks 
W3-T2 SS2/SS1 
Partnership know how and networks/Intensive research about the 
market 
W3-T3 SS2/SS3 Partnership know how and networks/ HR Recruitment  
W3-T4 SS2 Partnership know how and networks 
W3-T5 SS2 Partnership know how and networks 
W3-T6 SS5 Audit the partners work for Romonet 
DS 
S1-T2 DS1=SS1/DS2=SS2 
Intensive research about the market/ partnership know-how and 
networks 
S1-T3 DS1/DS2/DS3=SS3/DS4=SS4 
Intensive research about the market/Partnership know-how and 
networks/ HR Recruitment/ Strong marketing and sales campaign 
S1-T4 DS1/DS2 
Intensive research about the market/partnership know-how and 
networks 
S1-T5 DS1/DS2 
Intensive research about the market/partnership know-how and 
networks 
S1-T6 DS5=SS5/DS4 
Audit the partners work for Romonet/Strong marketing and sales 
campaign  
S2-T1 DS4 Strong marketing & sales campaign 
S2-T2 DS2 Partnership know how and networks 
S2-T3 DS3/DS4 HR Recruitment/Strong marketing and sales campaign 
S2-T4 DS2/DS4 
Partnership know how and networks / Strong marketing and sales 
campaign 
S2-T5 DS2/DS4 
Partnership know how and networks/Strong marketing and sales 
campaign 
S2-T6 DS5/DS4 
Audit the partners work for Romonet/Strong marketing and sales 
campaign 
S3-T3 DS3 HR Recruitment 
S3-T5 DS4 Strong marketing and sales campaign 
S3-T6 DS5/DS4 
Audit the partners work for Romonet/Strong marketing and sales 
campaign 
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Relationship Strategy Description 
RS 
W1-O3 RS1=SS1=DS1 Intensive research about the market 
W3-O1 
RS2=SS4=DS4/RS3=SS2=DS
2 
Strong marketing & sales campaign/partnership know-how and 
networks 
W3-O2 RS2/RS3 
Strong marketing & sales campaign/partnership know-how and 
networks 
W3-O3 RS1 Intensive research about the market 
W3-O4 RS3/RS2 
Partnership know-how and networks/Strong marketing and sales 
campaign 
OS 
S2-O1 OS1=SS4=DS4=RS2 Strong marketing & sales campaign 
S2-O2 OS1/ OS2=RS3=SS2=DS2 
Strong marketing & sales campaign/partnership know-how and 
networks 
S2-O4 OS1/ OS2 
Strong marketing & sales campaign/partnership know-how and 
networks 
S2-O5 OS1/OS2 
Strong marketing & sales campaign/partnership know-how and 
networks 
S2-O7 OS1/ OS2 
Strong marketing & sales campaign/partnership know-how and 
networks 
S3-O1 OS1 Strong marketing & sales campaign 
S3-O7 OS1 Strong marketing & sales campaign 
Table 6 – Romonet Strategy Implementation 
 
 
4.4.2 Strategy Matrix 
After defining the strategies, the strategy matrix is developed (cf. Table 7). 
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Threats Opportunities 
 
 
T1 T2 T3 T4 T5 T6 O1 O2 O3 O4 O5 O6 O7 O8 
W
ea
k
n
es
se
s 
W1 SS1/SS2 SS1/SS2 
SS1/SS2/ 
SS3 
SS1/SS2/ 
SS4 
SS1/SS2/ 
SS4 
SS5/SS4   
RS1= 
SS1= 
DS1 
     
W2 SS2/SS3 SS2 SS3/SS4 
SS3/SS2/ 
SS4           
W3 SS4/SS2 SS2/SS1 SS2/SS3 SS2 SS2 SS5 
RS2= 
SS4= 
DS4/RS3= 
SS2= 
DS2 
RS2/RS3 RS1 RS3/RS2 
    
S
tr
en
g
h
ts
 
S1 
 
DS1= 
SS1/DS2= 
SS2 
DS1/DS2/ 
DS3= 
SS3/DS4= 
SS4 
DS1/DS2 DS1/DS2 
DS5= 
SS5/DS4         
S2 DS4 DS2 DS3/DS4 DS2/DS4 DS2/DS4 DS5/DS4 
OS1= 
SS4= 
DS4= 
RS2 
OS1/OS2= 
RS3=SS2= 
DS2 
 
OS1/ OS2 OS1/OS2 
 
OS1/OS2 
 
S3 
  
DS3 
 
DS4 DS5/DS4 OS1      
OS1 
 
S4 
              
Table 7 – Romonet Strategy Matrix 
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4.4.3 Strategy importance 
After analysing the Romonet Strategy matrix, it is important to determine the relative 
importance of the considered strategies. This implies determining the weight 
corresponding to each strategy in each group - Survival, Reorientation, Defensive, 
Offensive. To that end, the frequency of the strategy in each group is determined; 
subsequently the percentage share of each strategy is determined, considering all the 
groups (cf. Table 8). For instance, Strategy SS1 appears 6 times as a Survival strategy, 2 
as Reorientation, 4 as Defensive; so, its percentage share in the total number of 
strategies  is of 15,58%, calculated by the rate 12/77. 
 
 
Strategies 
  
Code Survival Reorientation Defensive Offensive Total  % 
SS1=DS1=RS1 6 2 4 0 12 15.58 
SS2=DS2=RS3=OS2 13 3 7 4 27 35.06 
SS3=DS3 5 0 3 0 8 10.39 
SS4=DS4=RS2=OS1 6 3 9 7 25 32.47 
SS5=DS5 2 0 3 0 5 6.49 
     
77 100.00 
Table 8 – Romonet Strategy importance 
4.4.4 Description of the strategies 
By analyzing the results of the strategy matrix and after realizing which are the 
strategies with the higher percentage shares, 4 main strategic options were identified 
that Romonet should follow: 
1. Intensive research about the Brazilian market (15,58%) 
So as to minimize all the possible constrains regarding the entrance in the 
Brazilian market such as political, economical, environmental, legal and social 
issues, Romonet should do an intensive research about the market in order to be 
prepared and be aware of these possible barriers. Also, an intensive research 
about the market will guide Romonet in finding the potential competitors and 
market specific needs. 
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2. Consider a strategy of entering in the market through partnerships 
(35,06%) 
A partnership would help Romonet to overcome its lack of networks in Brazil,  
increase the country knowledge, minimize costs of transaction, increase the 
power in the market, to have better access to key resources as capital and 
information, to diminishing the strong domestic protection of the Brazilian 
Government, and so forth. The greater the business network knowledge, the less 
the entering firm will suffer from a liability of network outsidership 
(Hilmersson, 2014).  Also, derived from this strategy, in case of a partnership, 
Romonet should protect its brand and do not loose control of its business; thus, 
another strategy stems from auditing the partner work for Romonet.   
3. Strong marketing and sales campaign (32,47%) 
A strong marketing and sales campaign should be developed in order to create 
brand awareness, capture potential customers attention and overweight the 
competitors, increasing market share. This involves, specific target marketing, 
strong and clear presentation of the company, disclosure of the new website, 
white papers and articles written by the Romonet team, customer engagement, 
strong sales speeches and presence in strategic networking events and also, after 
sales service, customer satisfaction monitoring. This last topic, will be critical to 
control the partner’s performance. 
4. Human Resources recruitment (10,39%) 
Due to Romonet size, the company does not have enough structure to support its 
business in Brazil. Therefore, Romonet will have to hire more human resources 
to strategic positions and with specific skills as they have to be bilingual, being 
able to speak and write Portuguese and English.  
These strategies will help Romonet to accomplish its objectives: create brand 
awareness and grow in market share. All these strategies will be developed 
ahead along with the marketing and sales plan. 
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4.5 Entry mode strategy 
4.5.1 Romonet Entry Mode Strategy 
The software business has been growing rapidly around the world in recent years. Due 
to the development mechanisms of software products, the profits earned from a software 
product are usually considered “pure” profits since only fixed cost like human resources 
involved in the whole production process of a software product (Kittlaus and Clough 
2009; cited by GUO, 2011). The possibility of long-distance software production 
potentially enables software products to be international products which are preferably 
sold internationally. This prompted sofware companies to internationalize and Romonet 
is not an exception.  
Several factors should be evaluated by Romonet regarding the choice of the entry mode: 
(1) internal factors such as company size, international experience, type of products, 
availability of resources and (2) external factors such as socio-cultural distance between 
home country and host country, country risk/demand uncertainty, networks in the 
foreign country and market size and growth. 
Regarding internal factors, Romonet is a SME, familiar with internationalization, 
already with three offices around the world that offers a very powerful and innovative 
software service different from the competitors. Furthermore, Romonet has a 
combination of unique resources that are valuable, rare, hard to imitate and well 
explored by the organization. However, the company lacks of human resources to 
expand the business internationally and is working on getting these resources and a well 
structured value chain to enter in Brazil.  
Regarding external factors, Romonet is used to internationalize to countries with similar 
socio-cultural characteristics, therefore, to markets with small socio-cultural distance. 
Furthermore, Brazil brings many legal and economic constraints, as well as a lack of 
confidence in foreign companies, which influences the demand uncertainty. Moreover, 
Romonet does not have many networks in Brazil. However, entering in this market 
would be a huge opportunity for the company as Brazil is a big market with an 
increasing growth in the IT sector, mainly in the data center market, which is leading, at 
the moment, the data center industry in Latin America. 
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Considering the physical distance, the legal/economic issues, the lack of human and 
financial resources and the lack of knowledge and networks in the market, Romonet 
should choose a mode of entry, which minimizes these threats and weaknesses of the 
company. Therefore, Romonet should choose to enter in Brazil through a partnership.  
However, this option could bring Romonet some constraints, as the partner might not 
have the same interests as Romonet, as well as the lack of knowledge about the 
Romonet software, which may result in sending the wrong message to the customers. 
Furthermore, a partnership avoids the direct contact with the customer and in a long 
term, the partner could have a vested interest in making sure that the asymmetries with 
Romonet and the Brazilians are not reduced. Also, Romonet should be very careful in 
order to protect its identity due to the partnership. 
Despite the drawbacks associated with the indirect export choice, entering in Brazil 
through a third party will bring Romonet several advantages. The partner will help 
Romonet to build networks in Brazil, gain reputation, access to market knowledge and 
help to decrease the liability of foreignness. Also, the partner will help Romonet to find 
the best way of dealing with the legal issues, mainly regarding the tax regime and the 
strong domestic protection of the Brazilian Government.  
 
The Partner 
Quark and Aceco 
Aceco TI (Aceco TI, 2013) is a IT infrastructure company settled up in Brazil that 
provides complete solutions for the entire lifecycle of Data Centers: project, 
construction and maintenance with national and international certifications and the 
experience of a company that has already set in place over 700 Data Centers throughout 
Latin America, delivering one every four days.  
With a market experience spanning over 40 years, Aceco TI has over 850 professionals 
specialized in designing, building and maintaining Data Centers of various sizes. 
The Aceco TI’s mission is to design, build and maintain data centers and CICCs 
(Integrated Command and Control Centres) of different sizes and purposes, to 
companies in the public and private sectors throughout Latin America. 
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Quark by Aceco TI 
Quark (Quark by Aceco TI, 2014) is a company based in Madrid and owned by Aceco 
TI, in order to Aceco TI increase its global presence. Currently, almost 30% of Aceco 
TI business volume in Latin America, has operations in Argentina, Chile, Colombia, 
Peru, Costa Rica and Mexico.  
Quark is a leading firm in Data Center Architecture, Engineering and Project 
Management Services working as advisors to some of the most technologically 
advanced companies.  
Quark does Consultancy, Design and Project Management. It also manages certification 
processes, organizations such as the Uptime Institute and the US Green Building 
Council (LEED).  
Founded in 2009, the company is a pioneer in the technology industry, having made 
significant projects that received international excellence awards. The latest of these 
awards was the Brill Award for Efficient IT, granted by the Uptime Institute, which 
found the Portugal Telecom project in Covilhã, as the best data center project in Europe, 
Middle East and Africa - EMEA. Also, the DatacenterDynamics Awards in the category 
“Innovation in Micro Data Center” in the same region. 
Why Quark/Aceco TI? 
Aceco TI is the right partner for Romonet as they are experienced in working on the 
Latin American market, especially in Brazil. They have been on the market for 40 years 
with already 900 professionals and 850 data centers. The company is among the 1000 
biggest companies in Brazil, according to the 2014 issue of journal “Valor Económico” 
(Aceco TI, 2013). Also, Aceco TI has many contacts in Brazil and a partnership with 
the world’s best data center suppliers.  
The fact that Romonet is just entering the market and doesn’t have a strong network in 
Brazil, was one of the most relevant conditions for choosing this partner. Also, the CEO 
of Romonet already knew the CEO of Quark, as they met each other in a industry 
networking event. This fact will facilitate the proposal of a possible partnership. 
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Moreover, the company covers all Romonet customer segments including data center 
design, building and operating. Thus, Aceco TI will also benefit from this partnership. 
By using Romonet software, Aceco TI will provide more efficient designs of data 
centers, build better buildings and keep maintenance aligned with the best equipment 
from the best suppliers. Using Romonet products will help Aceco TI significantly 
improve its services, not only in terms of value, but also in terms of monetary savings 
for its clients and consequently, increase the level of customer satisfaction.  
The partnership 
In order to accomplish the goal of entering in the Brazilian market, Romonet proposed 
Aceco TI a potential partnership model which enables both companies to extract value. 
Besides, the company Quark by Aceco TI, owned by Aceco TI will take part in the 
partnership.  As a result of the collaboration with Aceco TI to date, it is clear to 
Romonet that the benefit will accrue to both organizations from a closer relationship. 
Consequently, it is proposed that Aceco TI becomes a Romonet Partner.  
Therefore, what is proposed in the partnership model is that Aceco TI will be 
responsible for selling Romonet products to the customers and Quark will be 
responsible for the delivery of the products. 
This status will be reflected in a higher level of training and support from Romonet and 
a matching commitment from Quark/Aceco TI to maintain a pool of trained Romonet 
Software Authorized Users in Brazil and consequently sell and deliver the products to 
their customers in Brazil. The training procedures will be detailed ahead. 
Terms and conditions 
In order to understand the legal and economic implications of the partnership business 
in Brazil, Romonet will have several meetings with Aceco TI and lawyers from both 
sides, as well as a specific Romonet team to take care of all the commercial structuring 
and negotiation. These will determinate formally, which products Romonet will sell, at 
what price and all the possible costs that Romonet could have.  
The duration of the contract will be one year, with the possibility of renewal after that, 
depending on Aceco TI performance and market needs. 
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Romonet plays the role of third party validation in the industry. Many companies want 
to prove that their products/services are better than their competitors. For that they come 
to Romonet to verifiy their technology. Because Romonet is an unbiased company 
being able to check performance of vendors various companies try to partner with them.  
One of the partnership conditions is getting the license of using the logo “verified by 
Romonet”. Once the company obtains the verification certificate, they can put the 
Romonet logo on various documents. This gives them credibility. Therefore, all the 
modelling that is done by Quark by Romonet software will be audited by Romonet 
before delivered to the customers. This will also allow Romonet to control the 
performance of Quark in using Romonet Products.  
The partnership model proposed is presented in Table 9. 
 
 
Channel Quark/Aceco TI 
  
  Consulting / Project Based 
Enterprise 
IT 
  
Product 
Build 
Model 
Smart 
Design 
Smart 
Build 
Smart 
Validation 
Smart 
Capital 
Project 
Smart 
Audit 
  
One Off Pricing £10,000 £25,000 £20,000 £20,000 £25,000 £25000 
  
Deliverable 
Initial 
Model 
Concept 
TCO 
Detailed 
TCO 
Calibrated 
model 
Detailed 
ROI/TCO 
Reduce 
Cost 
    Revenue Share 
  Quark/Aceco TI 
Sells & Delivers 60% 60% 60% 60% 60% 60% 
  
Romonet Supports 40% 40% 40% 40% 40% 40% 
  Nº of units sold 5 5 5 5 5 5 Total RM Share 
Revenue £50,000 £125,000 £100,000 £100,000 £125,000 £125,000 £625,000 £250,000 
Table 9 - Partnership Model (Oct. 2015 - Oct. 2016) 
 
Thus, according to the model shown in Table 9, it is expected that the Partner 
(Quark/Aceco TI) sells five units of each product during the period of the contract (Oct. 
2015-Oct. 2016), which will represent a revenue share of 40% for Romonet and 60% 
for the Partner. 
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4.6 Targeting 
As the data center industry is a very restricted industry, only a small portion of the IT 
industry, the target market of Romonet is very specific. However, it involves all the 
Data Center life-cycle, from Data Center Investors, Data Center Consultants to Data 
Center Operators.  
 Data center Investors  
Data center investors are the people who buy and sell data centers in order to have 
profit. Recently, the investment in data centers as a business, is becoming very popular, 
and most often these investors do not have any knowledge about data centers. Thus, 
they ask for Romonet services before data center consultants, to ensure that they are 
investing is money wisely. 
 Data center Consultants 
This group includes the people who design the data centers or those who build the data 
centers. Romonet help the consultants to accurately design and build the most efficient 
data center. 
 Data center Operators 
Data center operators are the people who operate the data center, which are responsible 
for ensuring that DC is running, the PUE (Power Usage Effectiveness) is good or green; 
they can be also responsible for improving the data center (mainly engineers), looking 
for efficiency, reduction in cost/energy, improvements to sites & designs and so forth. 
Romonet could help DC operators making a predictive analysis through the modelling 
of the data, and detect the existent inefficiencies and suggesting the respective solution. 
4.7 Positioning 
After identifying the Romonet objectives for the internationalization to Brazil, it is 
important to understand how the company wants to positioning in this market, which 
will define its marketing mix. 
Therefore, the “brand positioning” methodology of Kapferer (2008) was used, which is 
defined by the answers to four questions: 
   
   
 
69 
1. Why? - Benefits that the brand offers to the customer and that resulted in its 
value proposition; 
2. For whom?  -  The target customers of the brand; 
3. When? - purchasing occasions of the products/services of the brand; 
4. Against who? - Main competitors. 
 
Applying this methodology to the Romonet reality, it is possible to identify the answers 
presented in Figure 2.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2 - Desirable positioning of Romonet 
 
It is important to refer that despite the fact that Romonet products are directed to three 
different groups in the data center life cycle, DC investors, consultants and operators, 
the company’s value proposition remains the same,  considering the fact that the 
“We use data 
to transform 
your 
competitive 
position” 
 
For whom? 
For the entire life-cycle of data 
centers - investors, consultants 
or operators, who want to be 
ahead from the competition in 
the data center industry. 
Romonet software has products 
for each segment of customers, 
according to the customer’s 
specific needs. 
When? 
When companies want to truly 
understand their costs, make 
clever decisions and 
improvements and maxime 
their ROI. 
 
Against who? 
DCIM vendors, DC consultancy 
and DC engineers that use 
outdated methods such as excel 
spreadsheets to analyse the data. 
 
Why? 
Offers products adapted to the 
customer segments, giving an 
understanding of their total 
cost of ownership and a 
comparison between their 
expected performance vs. 
actual performance, guiding 
customers to gain the most 
from their investment. 
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product (software) can be split in 9 different products (applications) according to the 
specific needs of the customer. 
4.8 Marketing-Mix 
The success of marketing campaigns can be crucial to born globals since they usually 
lack financial resources. Hence, born globals tend to spend more time and financial 
resources in researching consumers and markets, as well as planning marketing 
campaigns to ensure a higher success rate (Knight and Cavusgil, 2004).  
Successful marketing depends upon addressing a number of key issues. These include: 
what a company is going to produce; how much it is going to charge; how it is going to 
deliver its products or services to the customer; and how it is going to tell its customers 
about its products and services. Traditionally, these considerations were known as the 
4P’s — Product, Price, Place and Promotion. As marketing became a more 
sophisticated discipline, a fifth ‘P’ was added — People. And recently, two further ‘P’s 
were added, mainly for service industries — Process and Physical evidence (The 
Chartered Institute of Marketing, 2009). 
These considerations are currently known as the 7P’s of marketing, sometimes referred 
to as the marketing mix.  
Romonet software is presented as a software as a service. Thus, the marketing mix will 
not only include the 4P’s but actually the 7P’s, namely Product, Price, Placement, 
Promotion, People, Physical Evidence and Process. 
4.8.1 Product 
Romonet used to sell the entire software to all the customers. Currently Romonet 
changed its strategy and customizes its service, splitting the product in 9 different 
products, according to the customers’ specific needs (cf. Table 10). The aim is to sell 
the service which better fits the customers’ requirements, making easier for the 
customer to see the results and to get used to the software.  
Romonet software is not a mass product but an innovative and personalized product 
which relies on the needs required. By looking into the website, it is perfectly clear for 
which customer segment is each product. With this new positioning Romonet can reach 
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all the segments of customers and personalize the service for them. Also, from the 
customer point of view it is cheaper, since customers do not need to buy the entire 
software just to match a specific need. On the other hand, from the Romonet perspective 
it is better because Romonet can provide a more efficient service, adapting to customers 
needs, improving customer satisfaction and also doing up-selling. 
 
Design/Build Operate/Improve Buy/Sell 
Smart Design Operations Portal Project Appraisal 
Smart Build Analytics Toolkit Smart Investment Audit 
Smart Validation Smart Capital Project  
 Smart Audit  
Table 10 - Romonet products segmentation 
 
Thus, according to what customers want to do with the data center, Romonet provides 
the products suitable for each order.  The full description of the Romonet products and 
features is provided in Appendix III. 
Romonet will only provide the following services for the Brazilian market: Smart 
Design, Smart Build, Smart Validation, Smart Capital Project and Smart Audit.  Project 
Appraisal, Smart Investment Audit and subscription products such as Operations Portal 
and Analytics Toolkit will not be delivered at this stage.  
First, Romonet will test the Aceco TI performance with these products for the first year 
as well as to understand the needs of the Brazilian market and subsequently, if the 
partnetship continues, Romonet will evaluate together with Aceco TI if the other 
products should be sold in the market. 
4.8.2 Price 
The price for Romonet’ products in the UK market generally varies between 5,000£ to 
50,000£, depending on the type and quantity of the products purchased, since there are 
volume discounts that may be applied. 
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Customers pay for a benefit not for a product; thus, they have to see the value in the 
product. Data center industry is always facing new improvements and new types of 
technologies; hence, for the decisions makers what matters more is to understand which 
are the financial gains by acquiring a new product – “all boils down to cost”.  Romonet 
should focus in highlighting the value to the customer, in order to make them 
understand for what they are paying. This will constitute a key issue as Romonet wants 
to achieve new customers in a new market. Romonet has to convince them that its 
product is unique, which brings considerable financial return to their customers, 
allowing them to save money and take intelligent decisions. Mainly, Romonet has to 
emphasis the financial and strategic value of the product for customer business. 
According to the company experience, with Romonet software, customers could have, 
in average, savings between 5% to 10% in OPEX, ROI in less than 12 months and 98% 
of accuracy in modelling. These facts should be referred in the Romonet marketing and 
sales material, especially in the presentations to customers in Brazil as they probably do 
not know much about the Romonet service.  
Also, the case studies (cf. Appendix VIII) can prove the value that Romonet brings to 
customers. Romonet products do not bring short term benefits; instead, they are 
extremely important for companies to run their business wisely in the future, 
maintaining their competitive position in the market. 
According to the partnership model proposed, the product prices settled for Brazil are 
shown in Table 11. 
 
Consulting / Project Based 
Enterprise 
IT 
Build 
Model 
Smart Design 
Smart 
Build 
Smart 
Validation 
Smart 
Capital 
Project 
Smart 
Audit 
£10,000 £25,000 £20,000 £20,000 £25,000 £25,000 
Table 11 - Partnership model with prices 
  
These prices may suffer changes due to the currency risk and taxes in Brazil, but will be 
established between the same range of values. 
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4.8.3 Placement 
“No matter how strong your product you must still support it with a strong distribution 
plan” (Thiel, 2014, p. 130). 
The way the service is provided to the customer depends on the type of the product. 
Most of the Romonet’ products demand the viewing of the data center before providing 
the service in order to collect data, such as Smart Validation, Operations Portal, Smart 
Audit and Analytics Toolkit. However, not all the products require the viewing of the 
data center (visit of the site). These requirements are shown in Table 12. 
Products Requirements Delivery 
Project Appraisal - 
Consultancy - 
Presentation Report 
Smart Design - 
Consultancy - 
Presentation Report 
Smart Build - 
Consultancy -
Presentation Report 
Smart Validation Site Visit  Presentation and Report 
Operations Portal 
Software Configuration; SaaS Portal, 
Site Visit 
Access to SaaS Portal + 
Report 
Smart Capital Project - Presentation & Report 
Smart Audit 
S/W installed & User Training; S/W 
Support, Site Visit 
Presentation & Report 
Analytics Toolkit 
S/W installed & User Training; S/W 
Support, Site Visit 
Report 
 
Smart Investement Audit - 
Consultancy -
Presentation Report 
Table 12 - Romonet products delivery 
 
All the services are delivered to the customer in a format of a report followed by a 
Powerpoint presentation, except Operations Portal, Analytics Toolkit and Smart Audit 
that are also delivered by accessing to the software. However, Operations Portal, Project 
Appraisal, Analytics Toolkit and Smart Investment Audit will not be delivered in Brazil 
at this stage. 
From the moment that the product is bought by the customer until its delivery, many 
processes need to be very well coordinated in order to provide the best service to the 
customer.  
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Modelling Process 
First, after the customer purchases a product, Romonet arranges a meeting with the 
company in order to understand what the customer wants and how Romonet can fit its 
needs. This meeting requires the attendance of the Sales person and one Modelling 
Engineer. 
Second, the engineer asks the customer for the drawings of the data center(s). With 
these drawings, the engineers produce an expected layout about how the data center 
should be, based on the current drawings. 
Then, if the product requires, the engineer has to visit the site to collect the necessary 
data to complete the expected layout. Then, the model is simulated in the software - 
calibration process.  
Delivering Process by product 
Smart Design: pre-build model + report on concept designs of Data Center – which 
design is best. 
Smart Build: pre-build model + report about the build of the actual design – ensures 
maximised TCO and correct products for Data Center. 
Smart Validation: existing site model + report (includes Interactive View) – take Data 
Center from 0%-100% load in a set period of load steps – tests ALL parameters 
simultaneously. 
Smart Capital Project: model existing site + report + business case validation. 
Smart Audit: Report about improvements, suggestions and “what if” analysis about 
improving TCO, energy and PUE.  
The presentation of the report is usually presented in a face to face meeting with the 
customer in its office. If the customer is not in the same city, usually the presentation is 
done by Web conference.  
According to the partnership, Aceco TI will be responsible for selling the products and 
Quark will be responsible for its delivering.  Therefore, these roles will be performed by 
Quark/Aceco TI staff on the behalf of Romonet.  
The presentation of the report has to be in accordance with the Romonet Powerpoint 
layout. During this process, Romonet is only responsible for helping Quark/Aceco TI 
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during the service with technical and analytical problems as well as providing the 
marketing and sales material adapted to the market.  
4.8.4 Promotion 
Promotion is the way a company communicates what it does and what it can offer their 
customers. It includes activities such as branding, advertising, Public Relationships 
(PR), corporate identity, sales management, special offers and exhibitions. Promotion 
must gain attention, be appealing, tell a consistent message and above all else give the 
customer a reason to choose your product rather than someone else’s (The Chartered 
Institute of Marketing, 2009). 
When it comes to marketing channel management, Romonet uses push and pull 
strategies. The company does essentially Public Relations and Social Media Advertising 
along with using other types of promotions.  
Public Relations 
Spark PR 
Romonet has a PR agency which usually publicises Romonet blogs on various 
technology websites and media portals. Romonet articles are often published in 
magazines related to the data center industry. This agency, named Spark (Spark 
Communications, 2011), has experience in the fields of IT, telecoms and new media. 
Spark always tries to publish content highlighting the Romonet message and create 
awareness of the growing need of analysing the TCO in the data center industry. 
Romonet is considered as an industry thought leader, which is achieved by combining 
Spark PR and Romonet in-house marketing team efforts.  
However, in spite of the fact that Sparks is providing the right message to customers, 
the company is not covering the interesting media for Romonet. As Romonet is 
growing, the company needs that its materials are covered by different media portals, in 
order to reach all its target audience. Also, Sparks does not have presence in Latin 
America, which is one of the most important marketing issues that Romonet has to 
address to enter in Brazil. 
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Therefore, Romonet is looking for a new tech PR agency that can give the right 
message to the company potential customers, create awareness of its brand and products 
and also, cover the Romonet target markets by using different media portals. 
In order to cover the market effectively and deliver the right key messages to Brazil, 
Romonet in collaboration with the PR agency and the Sales Manager of Brazil, who is 
also responsible for the translation of the material, should public opinion pieces and 
blogs in Portuguese and in Brazilian media portals. The aim of the campaigns is to build 
awareness and buzz about the importance of Romonet products. It is highly 
recommended to actively cover the main topics next year in Brazilian tech media. The 
topics that the PR agency should address are: 
Announcing Romonet’s Future  
 Announce Romonet’s £5m investment, rapid growth and personnel changes  
 Target IT and entrepreneur press to demonstrate how Romonet is scaling to 
meet the market demand  
 Arrange pre-briefings with press to discuss Romonet’s history and plans in 
more detail   
 Announce Romonet partnership with Aceco TI  - entrance in Brazil 
Product PR  
 Launch Romonet product portfolio, focusing on:  
o The business use cases facing data centre organizations; from designing 
and building, to operating and improving, to buying or selling   
o How Romonet addresses each specific use case  
 Arrange pre-briefings with enterprise IT and data center press   
 Ongoing programme of product updates and award submissions   
Analyst Relations  
 Keep analysts updated with latest company news  
 Set up regular analyst briefings in a 6 month cycle  
 Pre-brief analysts ahead of major product/service launches  
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 Communicate competitive messaging clearly to ensure that analysts are 
advocates to press and customers  
 Monitor and secure inclusion in technology specific and market reports  
Events 
Event management is one of the major marketing directions at Romonet. The company 
attends all main events in data center industry. On these events Romonet speaks with its 
existing and potential customers; organizes a stand with gifts, brochures and funny 
activities to interact with the public. Besides, its CEO and CTO are usually well known 
speakers at conferences during the events.  
Other than promotional events, Romonet employees are encouraged to attend various 
professional seminars and conferences and give speeches about Romonet technology. 
Events represent a powerful tool for Romonet as it is the best networking opportunity, 
which usually leads to sales increase. At these events companies interact with each 
others, exchange business cards and start to build relationships with potential and actual 
customers. Also, as the industry is small and is growing, the same companies are in 
most of the events, so it gets easy for professionals to build long term relationships with 
customers.  
Therefore, Romonet should participate in the main data center events in Brazil in order 
to be introduced to the market. As the costs of dislocation and participation in the events 
are very high, Romonet should study carefully which are the most important ones for 
the company.  
Datacenter Dynamics (DatacenterDynamics, 2015b) and Gartner (Gartner, 2015) are the 
main companies of data center events, who usually organize events worldwide 
including Brazil. For 2015, the most important Datacentre Dynamics and Gartner events 
that Romonet should attend are: 
 Brazil Enterprise – São Paulo 
Nov 10 - Nov 11, 2015 
 Symposium/ITxpo 2015 – The World's Most Important Gathering of CIOs and 
Senior IT Executives – São Paulo 
Oct 19 - Oct 22, 2015 
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Social Media Advertising 
Along with the publications on the web and printed magazines published by Sparks PR, 
Romonet actively uses Facebook, Twitter, LinkedIn and Pinterest. In this industry, 
Linkedin and Twitter are the most powerful media tools. As Romonet is a B2B 
company, Facebook is not as important for this industry as Twitter or LinkedIn. 
 
Blog 
Romonet runs a blog where the team usually publishes articles written by its employees. 
Opinion pieces written by the CEO and CTO are published in the Datacenter Dynamics 
magazine or in other companies’ blogs related to the industry; that is why Romonet is 
considered a “thought leader” and “the Holy Grail of TCO” in the data center industry. 
All Romonet employees are encouraged to write blogs in order to share their 
experiences and opinions about the data center industry. This is a way of creating buzz 
and raise awareness of the company as well as maintaining the employees committed 
and involved in the business. 
LinkedIn 
On LinkedIn, Romonet shares opinion pieces written by the CEO, CTO and other 
employees or articles just related to the industry. Pictures from the events that Romonet 
is attending are also published in this social network. Also, Romonet is regularly 
updating the feed with relevant industry news, important business gains and company 
mergers.  
Other social media 
Romonet publishes basically the same content on Facebook, Twitter and Pinterest. In 
these platforms, it is possible to find pictures from special events as Christmas, Easter 
or New Year in order to engage with the public, share special moments and thank 
customers and partners for all the support. 
Social media feeds are very active as company is publishing all recent news and 
industry relevant updates. 
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Campaigns shared in social media 
Some campaigns are also created and shared by Romonet in order to create leads to the 
website and get involved with the customers. The most recent one was the “Apple 
Watch Campaign” which was launched during May 2015. The main objectives were to 
create leads to the new Romonet website as well as to create awareness and learning 
about Romonet products. The company has updated its website recently; so, bringing 
traffic was essential for product promotions. The competition was about Romonet 
products; each participant had to answer three questions about the products. People with 
all the correct answers were shortlisted in a special database. The campaign was 
announced through direct mail to Romonet potential and actual customers in order to 
target the important niche segment for Romonet. Also, the announcements were made 
on social media (LinkedIn and Twitter), in order to cover a wide audience and create 
awareness of the company. The award was an Apple Watch, the most recent promising 
product of Apple. The choice of this product was due to the fact that is a high tech 
product, innovative, from a very strong brand and very appealing for technology and 
Apple lovers, who fit perfectly with the profiles of Romonet target customers. Also, 
Romonet has chosen the blue watch as the band colour is very similar to Romonet 
corporate colour, which is known as “Romonet blue” within the company.  
Brazil specific campaigns 
Romonet is planning of doing two campaigns during the first year in Brazil, one related 
to brand awareness and the other related to products awareness. This campaign will be 
restricted to the Brazilian market and will be launched in Portuguese. These campaigns 
have also the aim of bringing traffic to the Portuguese website. As the market is new, it 
is extremely important to focus on the awareness of the brand and its products.  
Advertising 
Romonet distributes brochures, USB pens and various marketing materials on events. 
These brochures are very small and foldable (cf. Appendix VII) in order to be easy for 
customers to read and to place in the pockets during the events. All Romonet marketing 
materials contain important content about the company; for example, you can find 
articles, press releases, contact details and blogs on USB sticks. It is very handy, as by 
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giving small USBs, customers get the whole set of useful information about the 
company.   
At the moment, Romonet produces marketing materials only in English. In order to 
enter the Brazilian market, the brochures and other printed materials will be translated 
to Portuguese. As Romonet products are very technical and sometimes difficult to 
understand, the company needs to make sure that local customers understand 
everything.  
Internet 
Romonet has a corporate website which has recently been updated with a completely 
new layout. The website design was created by a design company named Costswold 
(Costswold Design, 2015).  
The previous website was very confusing and it was difficult for customers to 
understand what Romonet actually does and what products Romonet sells. Also, as 
Romonet has split its products into 9 different offers, it was essential to reposition 9 
products in a new easy to understand way. Now, it is possible to notice that the new 
website allows visitors to understand the value of the product, focus on customer 
benefits rather than giving them long technical descriptions as it was the case in the old 
website. It is clear for customer for what the Romonet products were designed for.  
Since the company updated the website, the traffic increased significantly. The Apple 
watch competition mentioned above also helped the company to increase the website 
performance.  
On the website, customer testimonials and short quotes can be found about the benefits 
that Romonet can bring to the customers and how Romonet is positioned in the market. 
This helped Romonet to bring a short and clear message about its company role in data 
center business, instead of having a full description about what they do. 
From the website it is possible to access blogs, social media platforms and white papers 
under the section called “Romonet University”. This section is designed for people who 
want to know more about data centers or students who want to know more about 
Romonet software. Some students at the London Southbank University use Romonet 
software for their research (theses). In this section it is also possible to find videos and 
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white papers (cf. Appendix IX), related to the software. Also, Romonet has created a 
section in “Contact us” where is possible to send a message directly to the company. 
The website has also the Romonet hash tag “Model it first” in order to get notoriety, 
enhance its positioning and to take visitors to the publications on twitter about 
Romonet. 
In order to enter the Brazilian market, Romonet should have a version of the website in 
Portuguese and try to publish content about the industry related to companies in Brazil.  
4.8.5 People 
Employees who are regularly in touch with clients should be properly trained. But 
training is not enough as personal characteristics play a crucial role in the customer 
relationship building process. It is proven that many customers associate products and 
services to those people who actually provide/sell them. This clearly shows the 
importance of company staff (Kotabe and Helsen, 2008). 
Romonet has a highly qualified team with great background. These are employees who 
always want to learn more and whose input in company growth is significant. “The 
start-up uniform encapsulates a simple but essential principle: “everyone at your 
company should be different in the same way – a tribe of like-minded people fiercely 
devoted to the company’s mission” (Thiel, 2014, p. 122).  
Romonet tries to motivate its employees and maintain the spirit of innovation and 
teamwork. Company board members try their best to communicate the right 
inspirational message to their team.  The uniqueness of each employee and the product 
they create are highly valued in the company. Moreover, Romonet management 
believes that the mixture of human intelligence with technology is the key to the 
company success. “You will attract the employees you need if you can explain why your 
mission is compelling: not why it is important in general, but why you are doing 
something important that no one else is going to get done” (Thiel, 2014, p. 121). 
Teamwork and exchanging ideas is an inseparable part of Romonet everyday life. 
Employees are involved in company development, some of them even write opinion 
pieces about Romonet and the data center industry for the Romonet blog, which is 
highly demanded by the data center journalists. “You need people who are not just 
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skilled on paper but who will work together cohesively after they are hired” (Thiel, 
2014, p. 120). 
Functions at Romonet are clearly divided: each person has a unique role and specific 
tasks. The sales process at Romonet is constantly monitored by sales people. Even after 
a contract is signed and the product delivered, Romonet continues maintaining the 
relationship with the customers, by doing follow-up calls and delivering information 
about software updates. Customer feedback is very important for Romonet in order to 
plan further improvements. Once the company provides unique software it is impossible 
to benchmark its performance against others. Romonet creates the next generation 
software thanks to smart people and to the customer feedback. In the development 
process all the employees are asked to give their opinion, mainly regarding the design of 
the Operations Portal’s front end, in order to make user experience better, easier and 
faster.  
Meantime, the company management is planning staff reorganization and recruiting 
more people in order to scale and grow the business. Development plans include adding 
more sales people who will be responsible for running different markets. Increase in 
sales automatically means adding more engineers responsible for product delivery and 
expanding the marketing team who will be in charge of maintaining customer 
satisfaction all around the world. For the moment, Romonet will recruit a Sales 
bilingual manager in order to accomplish the company’s entrance in Brazil, while the 
engineering team will be supported by Quark, through the partnership. 
These changes will be done as a result of Romonet aim to scale internationally, and the 
need of having the adequate structure to support this aim. 
Together with the partner, Romonet will support trainings to teach new people from 
Quark/Aceco TI to perform a high level service according to Romonet values, 
procedures and features. Romonet has to ensure that all of them understand the products 
and the identity of the company. Also, Aceco TI is among the 1000 biggest companies 
in Brazil and has been on the Brazilian market for 40 years with already 900 
professionals and 850 data centers. Thus, the company has deep knowledge about this 
market, has strong networks and has extremely qualified professionals in data centers. 
Hence, the exchange of values, knowledge and procedures between Aceco TI and 
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Romonet will be very valuable for both sides and people from Quark/Aceco TI have 
conditions to represent Romonet successfully.  
4.8.6 Process 
The process of giving a service and the behaviour of those who deliver it are crucial to 
customer satisfaction. Issues such as waiting times, the information given to customers 
and the helpfulness of staff are all vital to keep the customers happy (The Chartered 
Institute of Marketing, 2009). 
The Romonet partnership process is illustrated in Figure 3 as a sequence of steps, which 
are described in the following text. 
 
Figure 3 - Romonet Partnership Process 
 
First, in order to overcome the customers’ expectations and maintain the value of 
Romonet and Quark/Aceco TI, Romonet should properly train the Quark/Aceco TI 
staff. It is very important that the partner maintains the same level of Romonet’ service 
and that Romonet does not loose its identity. Romonet should also ensure that Aceco TI 
mention the importance of Romonet software and do not let them to get all the credits of 
their own by mentioning that Quark/Aceco TI created the software by themselves. 
Romonet should as well ensure that they have the equipment necessary for supporting 
the Romonet software. 
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Trainings 
Romonet will provide two types of trainings: Sales training for Aceco TI and Technical 
training for Quark. 
Technical training 
Training is designed to accelerate the time to value for each of the Authorized Users 
using the Software and is also a pre-requisite for each User to gain access to Romonet 
support.  
Training will be provided in London, at Romonet facilities. The style of the trainings 
will be via scheduled classes sessions for general information and then, the Quark team 
will spend time with Romonet developers and engineers and start doing the modelling 
for the first customer. Also, Romonet will analyze the Quark team in order to 
understand the best capabilities of each one and where each member can fit.  
The training will last one week. After that, follow up sessions by WEBEX will be 
provided during the first 3 months. 
The training is intended to provide a solid understanding of the business-focused 
outputs, function and features present in the software, as well as a comprehensive 
understanding of the inputs and navigation necessary to generate the desired results.  
Sales Training 
The Sales training will be provided by Romonet Sales Personnel to the Aceco TI Sales 
team. The trainings will take place in Brazil. 
At the moment, Romonet does not have the adequate team to provide the trainings. 
Romonet has only 2 Vice-President (VP) of Sales, one in the UK and the other one in 
the United States. Before providing the trainings, Romonet will recruit a Sales bilingual 
Manager for Brazil. He will set up in one of the Aceco TI offices in Brazil, in order to 
be close to the ground, to better understand the market needs and requirements and give 
a closer support to the Aceco TI Sales team. 
The Romonet Sales Manager will have to understand the needs of the market, which 
Romonet products could fit in the market needs, and teach Aceco TI how to sell for 
different type of buyers, due to the fact that Romonet attends different segments of 
customers. 
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Also, Romonet will audit the commercial and technical work from Aceco TI/Quark in 
order to ensure that the partners are doing the proper job and that are not sending the 
wrong image and message. 
Training Plan 
Experience with Romonet customers has shown that the effectiveness of training is 
greatly enhanced when users access the Romonet Supportal, download and activate the 
software and watch a selection of the Video Tutorials before the Training Sessions 
commence. 
The sequence that Romonet will adopt is: 
1. User registration and account set-up 
2. Support website login details sent to licensed users by email 
3. Users login to Support website and access the resources – initial ‘How to’ guides 
4. Download software and activate with unique license key 
5. Users view the recommended list of Video Tutorials on Support website 
6. Users familiarize themselves with the software – navigation, functional groups 
etc. 
 
The Training Sessions that have been agreed will then build on this basic level of user 
competence and familiarity with the Romonet software. 
It is anticipated that each trainee will have the software already downloaded and 
activated on their computer (laptop) before the training sessions commence. 
Delivery main topics 
 Getting started with Romonet software - a quick run-through of the software to 
provide an understanding of what the software can do 
 “How to use Romonet software” - day to day usage going into more detail 
 Advanced concepts within Romonet software - looking at the more complex 
areas in the software, such as splitter nodes, TMY, redundancy/resilience, etc. 
 How to create a model topology and then ‘populate’ it to become a model 
 Using Romonet Software Suite to modify and compare models 
   
   
 
86 
 (Whenever practical, a client ‘example’ will be the focus of these more 
advanced sessions. This approach provides a context for users and can assist in 
the initiation of the first modelling activity using the Romonet software).  
 Introduction to Romonet Portal 
 Using the Portal to adjust parameters, to monitor operation and to present ROI 
and TCO results 
 
Despite of the fact that Romonet will not sell the Operations Portal at this stage, an 
overview of the Portal is essential so that Quark understands the service that Romonet 
provides. 
Moreover, Romonet should give strong support to Aceco TI/Quark during the entire 
process from selling to delivering and consider the time difference from UK to Brazil 
when establishing the support/attending conditions for Quark, to ensure that the 
information is always provided on time.  
After-sales service will be also provided by Aceco and Romonet sales manager. They 
will have to ensure that the customers are satisfied, getting feedback from them. This 
feedback is very important to Romonet, especially to understand if the partnership 
processes are being efficient and if the customers’ opinions differ from the UK and the 
USA, as the service is provided in a different way and by different people. Moreover, 
this is also important for Romonet to understand the target market. This feedback will 
be provided through prospect online surveys, follow-up calls and meetings with 
customers.  
CRM System – Sales Force 
Romonet has a CRM system where the company can access to all the customers and 
potential customers’ data. From there, Romonet can access to customer profiles, 
understand their networks and which are the relationships between them. This system 
can help Romonet in growing its business by making strategic decisions as a result of 
the interpretation of data. By tracking the history of customer interactions, Romonet can 
understand the pipeline of prospective sales, can easily and quickly modify its level of 
service to match each customer's profile, understand who is the “influencer” or the 
“decision maker” in each company, and so forth. 
   
   
 
87 
With the entrance of Romonet in the Brazilian market, this CRM system will be an 
essential tool for Romonet to understand their new customers and networks, to take the 
most effective decisions and to strategically manage its business by building marketing 
and sales strategies from there.    
4.8.7 Physical Evidence 
A service cannot be experienced before it is delivered. This means that choosing to use 
a service can be perceived as a risky business, because you are buying something 
intangible. This uncertainty can be reduced by helping potential customers to ‘see’ what 
they are buying. Case studies and testimonials can provide evidence that an organization 
keeps its promises (The Chartered Institute of Marketing, 2009). 
For the case of Romonet, as a software company, the benefits and returns of the 
customer investment are only possible to observe after the delivery of the service. Also, 
due to the complexity of the technology and processes involved it is difficult from the 
customer perspective to understand why they need it. Only when a customer can see 
that due to Romonet services, it was possible to save a significative amount of money, is 
able to recognize the value of the service.  
For example, Romonet software can model changes before they are made, providing 
decision-making data before capital or cost is incurred. Thanks to the scenario analysis 
feature, data center operators can predict the outcome they will get if they replace for 
example UPSes or any other equipment. This enables data center operators to select the 
right equipment, which perfectly matches the design of the data center and, only after 
that, spend money on new equipment. 
In order to show that value for customers, Romonet usually publishes case studies with 
testimonials of some of the company clients known in the industry. These case studies 
describe the problem that the company needs to fix, the proposed solution of Romonet 
and the returns achieved by using Romonet services. The case studies are displayed on 
the website of the company, in individual presentations to potential customers and also 
during presentations in events. Moreover, the opinion pieces, the white papers and 
articles are warning the companies about the emergence of understanding their Total 
Cost of Ownership in this business. 
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Furthermore, the layout and content of the website, the office facilities and the high 
qualified staff that contact directly with the customer are signals of trust and reliability 
for the customer. Also, people tend to perceive technology as something very powerful 
that just the high tech personnel understand and that usually means “quality”, “savings” 
and “financial benefits”. 
Therefore, Romonet should enforce these physical evidences in Brazil by providing 
case studies of known companies in the industry (especially known in Brazil) and also 
articles in the blog regarding how Romonet services can challenge the future of the data 
center industry and the emergence of the predictive modelling issues as planned in the 
PR strategy for Brazil. The networking in this industry is very important and customers 
valorize the product when they recognize that known companies in the industry actually 
used Romonet services. Moreover, the high qualified staff and reputation of Aceco TI in 
Brazil will be a strong signal of credibility for potential customers. 
4.9 Financial Analysis 
  
October 2015- October 2016   
  
Q1 Q2 Q3 Q4 Totals 
Income             
Romonet Share 40% £50,000 £50,000 £50,000 £50,000  £               200,000  
Partner Share 60% £75,000 £75,000 £75,000 £75,000  £               300,000  
Total Sales   £125,000 £125,000 £125,000 £125,000  £               500,000  
              
Romonet Income   £50,000 £50,000 £50,000 £50,000  £               200,000  
              
Expenses             
              
Travel & Accommodation   £3,518   £725    £                   4,243  
Legal   £5,000        £                   5,000  
Marketing     £13,774      £                 13,774  
Support   £1,000 £1,000 £1,000 £1,000  £                   4,000  
Recruitment   £4,000 £4,000 £4,000 £4,000  £                 16,000  
Total Expenses   £13,518 £18,774 £5,725 £5,000  £                 43,017  
              
Net Margin   £36,483 £31,226 £44,275 £45,000  £               156,984  
              
Table 13 - Financial analysis of Romonet’ plan - 2015/2016 
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After analyzing the partnership model and all the expenses according to the marketing 
and sales plan for entering in Brazil, it is possible to predict that Romonet will have a 
profit of £156,984 in one year (cf. Table 13). 
The marketing budget (£13,774) indicated in Table 12 is detailed in Appendix VI as 
well as the Travel & Accommodation costs (cf. Appendix V). The values associated 
with the other expenses (Legal, Support and Recruitment) are a rough estimate of the 
company’s reality. 
4.10 Action Plan 
 
Strategies Actions Timing 
Plan 
Budget Responsible 
Intensive 
research about 
the market 
Sofia’s report 
June 2015-
August 2015 
£43,017 
CEO, COO, 
Marketing and 
Sales Department 
Partnership know-how N/A N/A 
Web research 
June 2015-
August 2015 
CEO, COO, 
Marketing and 
Sales Department 
Establishment 
of a 
partnership 
Partnership model plan design and 
agreement 
June 2015- 
Sep 2015 
CEO,CTO,COO 
Trainings Oct  2015 
CTO, Marketing 
and Sales 
Department 
Strong 
marketing and 
sales campaign 
New PR agency – research, interviews 
and contract 
June 2015-
Sept 2015 
Marketing and 
Sales Department 
Networking events in São Paulo 
Oct  2015; 
Nov 2015 
Marketing and 
Sales Department, 
CEO 
Social Media campaigns - Brand 
awareness and Product awareness 
Oct 2015; 
April 2016 
Marketing and 
Sales Department 
Marketing and Sales material  - 
brochures, blogs, White papers, Case 
studies - market specific 
Oct 2015- 
Oct 2016 
Marketing and 
Sales Department 
Website translation 
Nov 2015 
 
Marketing and 
Sales Department, 
Costwold 
Human 
Resources 
recruitment 
Bilingual Sales Manager 
Oct 2015 
 
Office Manager, 
CEO, VP of Sales 
Table 14 - Romonet action plan for Brazil - 2015/2016 
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By analyzing the strategic options of the company resulting from the SWOT analysis 
and further developed in the marketing mix Section, as well as calculating the Romonet 
possible profits and expenses, it is possible to build an action plan for the company’s 
entrance in Brazil. This plan is presented in Table 14. 
 
4.11 Control 
To maximize the return of a marketing plan, controls need to be in place to monitor the 
plan’s progress. As a marketing plan moves along, the controls are constantly analyzed 
to determine how the plan’s actual performance compares to the projections. Therefore, 
the control of the activities designed for the action plan will be measured by the 
establishment of several metrics. 
Regarding the intensive research about the market, will not be applicable specific 
control metrics are not applicable; however, the information gathered will be confronted 
with the partner know-how, who has a solid experience in the market.  
Regarding the establishment of the partnership, the effectiveness of the training plan 
will be measured through the follow-up sessions during the first three months after the 
training. This will provide information about which were the main difficulties found by 
Quark/Aceco TI and what should be improved. Also, the effectiveness of the 
partnership will be measured through the number of units sold of each product (defined 
in the partnership model), % of market share and customer satisfaction by follow-up 
calls and prospect online surveys. 
In the marketing and sales campaign, regarding the new PR company, a minimum 
number of 10 interviews were established for its recruitment and the fulfilment of the 
objectives defined in the promotion topic. The effectiveness of the networking events it 
will be measured through the number of cards exchanged, number of contacts added on 
LinkedIn and number of initial proposals. The social media campaigns will be evaluated 
through Google Analytics metrics. Regarding the marketing and sales materials, 
brochures and USB will be measured through the % of quantity delivered in the 
networking events. The white papers, blogs and case studies will be monitored through 
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Google Analytics metrics in order to understand if Romonet is reaching the target 
market, and through online prospect surveys to understand if the message is clear. The 
website translation will be measured through Google Analytics metrics to understand if 
it is reaching the target market, and an evaluation of the accuracy of content by the 
Portuguese intern.  
The performance of the bilingual sales manager will be measured through the 
accomplishment of the sales objectives defined in the partnership agreement and 
through customer satisfaction by follow-up calls and online prospect surveys.  
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5. Conclusion 
5.1 Summary of the work 
This report has presented the work undertaken by the author as part of a 5 months 
internship at the Romonet company aiming to address the problem of defining a strategy 
for the company to enter in the Brazilian market. In spite of Romonet being considered 
a born global firm, there are a number of challenges that are inherent to the company 
aim to enter in the Brazilian market.  
To accurately develop this strategy, a methodology was used which is drawn on the 
matching of theory and reality proposed by the systematic combined method (Dubois 
and Gadde, 2002), extended which an innovative feature of collecting information from 
a number of different sources with the purpose of enriching and increasing the quality 
of the overall information gathered.  
A literature survey was performed focusing on the born global firms’ phenomenon, the 
drivers for their early internationalization, as well as the entry mode options for 
companies entering in new markets.  
The information obtained from the literature review was merged with the information 
gathered from the employees of the company as well as the Romonet CEO and 
Romonet potential partner. The latter information was collected through the realization 
of semi-structured interviews in a first stage, and summarized subsequently, by the 
realization of online qualitative questionnaires based on a Likert scale. Also, the 
knowledge, experience and empirical observation obtained within the author internship 
placement at the company as well as the networking developed in particular with the 
author attendance in several industry events, contributed to complement and enrich the 
information collected before. Moreover, the marketing knowledge of the author 
acquired during the Master in Marketing was essential to enrich and guide the strategy 
plan. By merging the information obtained from these different types of sources, it was 
possible to have the insights needed to build a suitable and realistic international 
marketing and sales strategy for Romonet entrance in Brazil. 
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5.2 Assessment of the work contributions 
Regarding the aim of the internship – the elaboration of a strategy plan to enter in the 
Brazilian market, it was accomplished successfully. Both research issues identified in 
the beginning of the work and outlined in Chapter 1 were addressed:  
(1) to find the best way to enter in the Brazilian market according to both the 
characteristics of the firm and the selected market;  
(2) To design a sales and marketing strategy that is effective and better suits the 
target market. 
The first issue was addressed by entering in the Brazilian market through a partnership. 
The partner was identified, Quark/Aceco TI, due to its large experience in working on 
the Latin America market and especially in Brazil, and the partnership model was 
developed as described in Section 4.5. Entering in Brazil through a third party will bring 
Romonet several advantages. The partner will help Romonet to build networks in 
Brazil, gain reputation, access to market knowledge and help to decrease the liability of 
foreignness. Furthermore, as a company settled up in Brazil, the partner will help 
Romonet to find the best way of dealing with the legal issues, mainly regarding the tax 
regime and domestic protection of the Brazilian government. 
The second issue was accomplished by the development of a detailed sales and 
marketing plan (described in Chapter 4) that specifically addresses the target market, 
considering the selected entry mode. According to that plan, the net margin of Romonet 
for the first year of entrance in the Brazilian market through a partnership will be 
expected of £156,984, which is considered a valuable profit for the beginning of the 
process. As the sales objectives regarding the number of units of products sold will 
double in the second year, this value is expected to increase in accordance. 
The opportunity of having had a Portuguese intern in the company, with experience in 
Management and Marketing, and who speaks Portuguese, helped Romonet in 
diminishing the language differences barrier as well as in  sharing knowledge and better 
designing the strategy plan guided by the principles of marketing, strategy and 
internationalization concepts. In fact, as argued in Gerken et al. (2012), during an 
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internship, companies can benefit from the exposure to new ideas coming from the 
interns and each other’s knowledge exchange.  
The development of the marketing and sales plan to the company to enter in a new 
market, helped to acknowledge that some organizational issues should be considered 
and restructured before the entrance of the company in the Brazilian market. In spite of 
the global nature of the company, it is important that Romonet is prepared in terms of 
structure, mainly human resources, in order to efficiently respond to the demand of 
organizations involved in the value chain. Moreover, it is important that the company is 
aware of the external influences of the country as political, legal, social, technological 
and environmental constrains that may appear.  
Regarding this issue, Brazil is currently facing a political and economical crisis. Since 
these occurrences arose recently, within the second term of President Dilma Rousseff, 
and with the disclosure of the Petrobras scandal (the biggest corruption case in the 
country), these facts were not considered in the market analysis and subsequently in the 
SWOT analysis presented in this report. Therefore, if the prognostic for the next year 
remains the same, it would be necessary to consider these factors as threats for the 
Romonet entrance in Brazil. 
Whereas as opposed to ad-hoc decision making, the setting up of a strategy allows a 
roadmap to better overcome the uncertainty and challenges of internationalization, a 
strategy plan should not be considered though a rigid guide. On the contrary, it should 
allow the necessary flexibility so as to incorporate constant adjustments as the strategy 
is implemented and its results are measured. Due to the changing and uncertain business 
environment, characterized by strong globalization, short product life-cycles, strong 
competition and the increasing emergence of entrepreneurial firms which 
internationalize earlier and faster than ever, companies as Romonet should follow 
flexible strategies in order to overcome the uncertainty of the demand and achieve a 
sustainable competitive advantage. 
As argued by Ries (2011) “What differentiates the success stories from the failures is 
that the successful entrepreneurs had the foresight, the ability, and the tools to discover 
which parts of their plans were working brilliantly and which were misguided, and 
adapt their strategies accordingly” 
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The most distinguishing features of the work here described are the methodological 
approach used based on the matching of theory and reality as the project was 
undertaken in a real world international context (the Romonet born global company) as 
well as the diversity of sources used for gathering, crossing and enriching the 
information, enabling a deeper and realistic understanding of the behavior of this type 
of companies when faced with a new challenge of internationalization. 
Indeed, the internationalization case of the Romonet company described in this report 
can constitute a valuable example for the literature regarding the study of the born 
globals’ internationalization process, by constituting a real world case, providing 
important directions to further studies about this phenomenon, that still remains to be 
fully explained. Finally, the work described in this report can also constitute a valuable 
contribution and provide useful guidance and insights for other companies facing the 
some type of challenges.  
5.3 Lessons learned 
The 5 months internship at Romonet constituted an extremely valuable experience for 
the author, as it constituted an opportunity to expand and apply the knowledge acquired 
during her academic studies in a real-world setting, especially regarding management 
and marketing concepts. As argued by Alpert et al. (2009) for students, an internship 
provides an experience of ‘‘learning by doing” in a real business situation, but with 
guidance and support. Indeed, internships bridge the gap between theory and practice  
and between academic programs and real industry life. Furthermore, they create feelings 
of personal and social efficacy.   
Also, working in a small company where the marketing budget and the resources are 
limited, implies that we have to discover how to use them efficiently and how we can 
reach our customers effectively with the available resources. It taught the author that 
sometimes “less is more” and that small companies can have “big voices”.  
Moreover, the complexity of the product, extremely technologic and intangible, aligned 
with the role of the data center industry revealed to be a big challenge. Once the author 
was working in the marketing department, it was critical to understand the product and 
how its value should be communicated to the customers.  
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5.4 Limitations and further work 
Despite the accomplishments and outcomes described above, some difficulties arose 
which hindered the development of the strategy.  
Collecting some of the needed information was not always easy, since the key people 
from the company, who could give relevant information, were most often working 
abroad. Also, as the marketing strategy of the company is still developing, changes are 
constantly being made once the communication of the brand is still not perfectly 
consistent, which hindered the elaboration of the strategy plan.   
Moreover, the process of partnership negotiation was relatively slow, as the meetings 
with the potential partner were many times rescheduled, due to the heavy work agendas 
from both sides or because of other issues were considered at a particular moment as a 
priority.  
Furthermore, the development of the partnership was still at an early stage, and the 
information needed from the partner experience in Brazil and the specification of the 
requirements associated with doing business in this country were not fully detailed.  
Due to the time constraints associated with the end of the internship period (30 June 
2015), it was not possible, during the period of the internship, to implement all the 
strategy steps, which hampered the possibility of confronting the plan outcomes with 
the real implementation outcomes. These would enable the necessary adjustments, 
resulting from crossing the reality with the information previewed.  
Further work would, therefore, consist in implementing the strategy to a full extent, 
allowing its monitoring and measuring the results obtained as previewed in the control 
stage (cf. Section 4.11). That will enable to assess the quality of the strategy plan and 
the added value of its implementation to Romonet, as well as to make the necessary 
adjustments. 
Finally, as already referred, it is envisaged that the work described in this report can 
constitute a valuable contribution to the literature and the business practice, providing 
useful guidance and insights for other companies facing the some type of challenges, 
that is, which need to develop a strategy plan of internationalization to psychological 
distant countries. 
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7. Appendices 
 
 
Appendix I  
Romonet questionnaire and summary of the answers 
 
Romonet SWOT - Strengths, Weaknesses, 
Opportunities and Threats 
Considering that Romonet wants to expand its business to Brazil, please answer the following questions 
about how the company` strengths and weaknesses could influence the opportunities and threats of 
entering in this market. 
 
Strenghts 
Please classify the strenghts that you think that Romonet has that facilitate the entrance in the 
brazilian market. Use the following scale: 1 - not important 2 - less important 3- reasonably 
important 4 - important 5 - very important 
 
 
 
Romonet is a Born Global (*) enterprise, familiar with internationalization * 
(*) Born global firm - "type of company that from the beginning of its activities pursues a vision 
of becoming global and globalizes rapidly without any preceding long term domestic or 
internationalization period" (Dictonary of International Trade) 
 1 2 3 4 5   
not important      very important 
 
 
 
Romonet has a unique integrated software * 
 1 2 3 4 5  
not important      very important 
 
 
Romonet has a high qualified Staff * 
 1 2 3 4 5  
not important      very important 
       
 
Romonet has a portuguese intern working in the company * 
 1 2 3 4 5  
not important      very important 
 
 
 
 
 
Please refer other important strengths that you consider that Romonet has: * 
 
 
 
 
Weaknesses 
Please classify the weaknesses that you think that Romonet has that could negatively influence the 
entrance in the brazilian market. Use the following scale: 1 - not important 2 - less important 3- 
reasonably important 4 - important 5 - very important  
 
 
Lack of knowledge about the market * 
 1 2 3 4 5  
not important      very important 
 
 
Lack of resources as a small company * 
 1 2 3 4 5  
not important      very important 
 
 
Lack of networks in Brazil * 
 1 2 3 4 5  
not important      very important 
 
 
 
 
Please refer other important weaknesses that you consider that Romonet has: * 
 
 
 
 
 
 
 
 
 
 
 
 
Opportunities 
Please grade in order of importance the opportunities that you consider for Romonet` 
entrance in Brazil * 
 
 
 Not critical 
Less 
critical 
Reasonably 
critical 
Critical 
Very 
critical 
Competitors 
use outdated 
methods 
     
Strong 
investment in 
Brasil in Big 
Data/ Analytics 
     
Strong ties 
between UK 
and Brazil 
     
High cost of 
energy – 
emergency to 
have more 
efficient 
solutions 
     
Most of  the 
software 
commercialized 
in Brazil is 
developed 
abroad 
     
Brazil leads the 
data center 
industry in 
Latin America 
     
Shortage of 
skilled labour 
in this industry 
in Brazil 
     
"Marco Civil" 
law – no longer 
requiring to 
store data on 
local servers in 
the country 
     
 
 
Threats 
 
Please grade in order of importance the threats that you consider for Romonet` 
entrance in Brazil* 
 
 
 
Not 
critical 
Less 
critical 
Reasonably 
critical 
Critical 
Very 
critical 
Burocracy, corruption and 
tax regime in Brazil      
Cultural shock      
Significative level of 
domestic competition      
Government is a strong 
supporter of local 
development  
     
Partners' interests overlap 
to the interests of 
Romonet  
     
DC consultancy 
competitor 
(Operational  Intelligence) 
with customers already in 
Latin America  
     
 
 
Barriers of internationalization 
Which of the following barriers do you consider being the most critical for the 
internationalization in Brazil?  
 
 high and complex tax regime 
 high rate of electric power 
 currency risk 
 strong domestic competition 
 fraud, bribery and corruption 
 cultural shock 
 strong government protection 
 
 
 
 
Other information 
Please select the Romonet office where you work: * 
o  Romonet UK 
o  Romonet US 
 
 
 
 
Please indicate the department you belong in the company: * 
 
 
                                        Romonet SWOT - Strengths, Weaknesses, Opportunities and Threaths - answers 
 
Strengths 
Romonet is a Born Global (*) enterprise, familiar with 
internationalization 
 
 
not important: 1 0 0% 
                        2 0 0% 
                          3 2 16.7% 
                          4 4 33.3% 
very important: 5 6 50% 
 
 
  
Romonet has a unique integrated software 
 
 
 not important:  1 0 0% 
2 0 0% 
3 0 0% 
4 1 8.3% 
very important:   5 11 91.7% 
 
1 2 3 4 5 
0 
1 
2 
3 
4 
5 
6 
1 2 3 4 5 
0 , 0 
2 , 5 
5 , 0 
7 , 5 
10 , 0 
                                        Romonet SWOT - Strengths, Weaknesses, Opportunities and Threaths - answers 
             Romonet has a high qualified Staff 
 
 
 
 
 
 
 
not important:   1 
 
 
 
 
 
 
  0 
 
 
 
 
 
 
     0% 
2 0 0% 
3 0 0% 
4 0 0% 
very important:   5 12 100% 
 
 
          Please refer other important strengths that you consider that Romonet has: 
 
1. Uniqueness 
2. Unique technology, experienced team, influential individuals 
3. Always looking to expand our business into other countries 
4. Patent granted in Japan, Technology Software is years ahead of 
competition 
5. Unique solution 
6. Enjoyable workplace, nice employees and  good communication 
between different tiers of staff 
7. One of the main strengths that Romonet has is the deep knowledge of 
the market and of the needs that the data centres operators have. Also, 
being a small company means having more flexibility, which makes it 
easier to adapt to customers' needs 
8. Deep, expert knowledge of the data centre industry. A board with 
historic personal connections at C-level with major data centre 
operators. 
9. Japan granted Romonet a patent last year which is a strengths 
for the company Romonet has an international team which 
makes company more flexible. Romonet combines unique 
technology and well-trained staff which gives company the 
actionable Intelligence. 
10. Innovation in business + marketing back up from 
Sofia Bravo 
11. First mover advantage 
 
Weaknesses 
1 2 3 4 5 
0 , 0 
2 , 5 
5 , 0 
7 , 5 
10 , 0 
                                        Romonet SWOT - Strengths, Weaknesses, Opportunities and Threaths - answers 
Lack of knowledge about the market 
 
 
not important : 1 0 0% 
                        2 1 8.3% 
                        3 2 16.7% 
                        4 4 33.3% 
very important: 5 5 41.7% 
 
Lack of resources as a small company 
 
 
not important:   1 0 0% 
2 0 0% 
3 3 25% 
4 4 33.3% 
very important:   5 5 41.7% 
 
 
 
1 2 3 4 5 
0 
1 
2 
3 
4 
5 
1 2 3 4 5 
0 
1 
2 
3 
4 
5 
                                        Romonet SWOT - Strengths, Weaknesses, Opportunities and Threaths - answers 
 
Lack of networks in Brazil 
 
 
not important: 1 0 0% 
                        2 0 0% 
                        3 2 16.7% 
                        4 4 33.3% 
very important: 5 6 50% 
   
 
Please refer other important weaknesses that you consider that 
Romonet has: 
1. Size of the company 
2. Size of the team, limited resources 
3. Not having an office in South America. 
4. Romonet is a small company so it will be difficult to star business in 
a foreign country without having local staff  
5. Size 
6. Ability to tailor products to specific markets (i.e. financial vs 
engineering) due to immature market, meaning a lack of awareness of 
customer requirements 
7. Definitely not having any resources based in Brazil is a 
big barrier  
8. Language barrier 
9. Limited human and financial resources - small team 
10. The UK office has to move to central London as soon as possible 
11. Customers struggle to see immediate value of software 
 
 
Opportunities 
1 2 3 4 5 
0 
1 
2 
3 
4 
5 
6 
                                        Romonet SWOT - Strengths, Weaknesses, Opportunities and Threaths - answers 
Competitors use outdated methods  
 
 
Not critical 0 0% 
Less critical 1 8.3% 
Reasonably critical 2 16.7% 
Critical 5 41.7% 
Very critical 4 33.3% 
 
High cost of energy – emergency to have more efficient solutions  
 
Not critical 0 0% 
Less critical 0 0% 
Reasonably critical 2 16.7% 
 Critical 6 50% 
 Very critical 4 33.3% 
 
 
Brazil leads the data center industry in Latin America 
 
0 1 2 3 4 
Not critical 
Less critical 
Reasonably… 
Critical 
Very critical 
0 1 2 3 4 5 
Not critical 
Less critical 
Reasonably… 
Critical 
Very critical 
                                        Romonet SWOT - Strengths, Weaknesses, Opportunities and Threaths - answers 
 
Not critical 0 0% 
Less critical 0 0% 
Reasonably critical 3 25% 
Critical 3 25% 
Very critical 6 50% 
   
 
Shortage of skilled labour in this industry in Brazil  
 
 
Not critical 0 0% 
Less critical 0 0% 
Reasonably critical 4 33.3% 
Critical 6 50% 
Very critical 2 16.7% 
 
 
  
 
 
 
 
 
0 1 2 3 4 5 
Not critical 
Less critical 
Reasonably… 
Critical 
Very critical 
0 1 2 3 4 5 
Not critical 
Less critical 
Reasonably… 
Critical 
Very critical 
                                        Romonet SWOT - Strengths, Weaknesses, Opportunities and Threaths - answers 
 Threats 
 
Burocracy, corruption and tax regime in Brazil  
 
 
 
 
 
Not critical 
Less critical 
 
 
 
0 
2 
 
 
 
0% 
16.7% 
Reasonably critical 2 16.7% 
Critical 5 41.7% 
Very critical 3 25% 
   
 
Cultural shock 
  
 
Not critical 1 8.3% 
Less critical 5 41.7% 
Reasonably critical 4 33.3% 
Critical 2 16.7% 
Very critical 0 0% 
 
  
0 1 2 3 4 
Not critical 
Less critical 
Reasonably… 
Critical 
Very critical 
0 1 2 3 4 
Not critical 
Less critical 
Reasonably… 
Critical 
Very critical 
                                        Romonet SWOT - Strengths, Weaknesses, Opportunities and Threaths - answers 
 
Significative level of domestic competition  
 
 
 
 
Not critical 
 
 
0 
 
 
0% 
Less critical 7 58.3% 
Reasonably critical 4 33.3% 
Critical 1 8.3% 
Very critical 0 0% 
   
   
Government is a strong supporter of local development 
  
 
Not critical 0 0% 
Less critical 3 25% 
Reasonably critical 3 25% 
Critical 4 33.3% 
Very critical 2 16.7% 
   
 
Barriers of internationalization 
0 , 0 1 , 5 3 , 0 4 , 5 6 , 0 
Not critical 
Less critical 
Reasonably… 
Critical 
Very critical 
0 1 2 3 
Not critical 
Less critical 
Reasonably… 
Critical 
Very critical 
                                        Romonet SWOT - Strengths, Weaknesses, Opportunities and Threaths - answers 
Which of the following barriers do you consider being the most criticall 
for the internationalization in Brazil? 
 
 
 
high and complex tax regime 3 25% 
high rate of electric power 1 8.3% 
currency risk 0 0% 
strong domestic competition 1 8.3% 
fraud, bribery and corruption 3 25% 
cultural shock 2 16.7% 
strong government protection 2 16.7% 
 
Other information 
Please select the Romonet office where you work: 
 
 Romonet UK 10 83.3% 
 Romonet US 2 16.7% 
 
16.7 % 
83.3 % 
16.7 % 
16.7 % 
25 % 
25 % 
Appendix II  
Romonet Partner questionnaire  
 
Barriers of internationalization to Brazil  
Consider the following scenario of a small and medium IT enterprise from UK that wants to 
internationalize to Brazil.   
  
The company works in the data centre industry and develops a software that analyses data centre 
performance. With only 9 years of existence, the company has already offices in US and UK being thus 
used to work in other countries. Now, the company wants to expand its business to Brazil. To that end, the 
company needs to understand the brazilian market in order to find the best way to enter in the country.  
  
  
Please classify the importance of each barrier regarding the process of 
internationalization: *  
  Not critical  Less critical  
More or less 
critical  
Critical  Very critical  
Inaccessible 
market 
information            
Bureaucracy(long 
administrative 
procedures, laws 
and regulations)  
          
Intense 
competition 
abroad            
Foreign 
government 
restrictions            
Difference in 
consumer habits 
and standards  
          
start-up costs  
          
Limited financial 
resources  
          
Limited 
management 
skills            
Lack of 
marketing 
knowledge            
Communication 
issues (foreign 
language)  
          
  
  
Which of the following barriers do you consider being the most critical for the 
internationalization in Brazil? *  
  
 high and complex tax regime  
 high rate of electric power  
 currency risk  
 strong domestic competition  
 fraud, bribery and corruption  
 cultural shock  
 strong government protection  
  
R: strong government protection  
  
  
Other information  
  
Please indicate the company that you belong: *  
Quark  
  
Appendix III  
Romonet Products 
 
Product title Stage Web description Details  Output bullets Benefits
Smart Design
B
u
ild
/d
es
ig
n
Romonet independently validates whether your 
concept data center design meets your project’s 
investment targets and operational 
performance objectives. Using our software we 
build a simulation model that calculates the 
impact operationally and financially of your 
proposed data center design.
Romonet independently validates whether your concept data center design meets your 
project’s investment targets and operational performance objectives. Using our software 
we are build a simulation model that takes into account the variables that impact both 
operational and financial performance of the data center. 
Our patented simulation modelling software brings together the electrical and mechanical 
system performance and its modular deployment, control strategies, external forcing 
factors such as climate, load fill-out forecasts and capital and operational costs. 
Our software then simulates the expected performance at a system level producing both 
operational and financial performance data. Simulations can be run to see expected 
performance on a daily, monthly or annual basis or the entire investment and building 
lifetime. 
Modifying almost any aspect of the design or the input data is typically a matter of hours, 
allowing a very fast and accurate way to carry out rapid and detailed “what-if” analysis, 
allowing you to satisfy yourself that the final design will meet be able to deliver again your 
targets and objectives and is thus the right one for your needs.
•Report with analysis of design 
options•expected performace (TCO, PUE, CO2, 
Unit cost, capacity ) and fitness for purpose.
-initial performance  benchmark •Romonet 
software model (.rdcm file)
Enables early stage location criteria and design options to be 
considered in the context of their ability to meet customer 
requirements from both a technical and financial perspective.
Rapid assessment of CapEx/OpEx trade off’s, impact of climate 
and energy cost on design options, equipment selection and 
control strategy wwithin customer constraints and targets. 
Smart Build
B
u
ild
/d
es
ig
n
During the detailed design phase Romonet’s 
software is used to carry out detailed vendor 
equipment analysis and selection. Analysing the 
cost versus operational performance of specific 
vendor’s devices provides the ability to meet 
your investment and operational targets ten 
times faster than is possible with more 
traditional manual analysis.
During the detailed design phase Romonet’s simulation modeling software is used to carry 
out detailed vendor equipment analysis and selection. Rapidly analysing the cost versus 
operational performance of specific vendor’s devices at a system level enables a higher 
level of confidence in the design’s ability to meet your investment and operational targets 
than is possible with traditional manual methods.
Using Romonet’s extensive vendor equipment performance database, our software can 
rapidly analyse both the system level and sub-system level impact of different technology 
choices and different vendor’s products as well as their impact on the overall financial 
performance. 
This capability and database has been built up in collaboration with vendors over the last 
seven years. Romonet’s performance database contains mechanical, electrical and IT 
equipment typically found within the data center.  Using our software to iterate through 
many different detailed design options and choices and also taking into account the impact 
of external factors such as climate, costs and control strategy means such analyses are both 
rapid and accurate.
The final design once fully modelled can then be used within the Romonet Smart Validation 
product to confirm the expected vs actual performance of the building and all the vendor 
supplied devices within it.
• TCO, PUE and fitness for purpose.
• Detailed report od vendor selection and 
analysis •  full performance  benchmark 
•Romonet software model (.rdcm file)
Reduces the risk of the actual built data center failing to perform 
per the design intent.
Avoids compromising the operational and engineering 
performance of the data center during the value engineering 
phase
Romonet products
Product title Stage Web description Details  Output bullets Benefits
Romonet products
Smart 
Validation
B
u
ild
/d
es
ig
n
An independent test of whether your newly 
completed facility will perform as the design 
intent and will meet your objectives and cost 
targets. 
Using a predictive model of the facility built in our software, we test the actual system 
performance during or following the IST (Integrated Systems Test). We test metered site 
performance at multiple load points to ensure that the facility response matches the design 
intent. 
Actual metered data is compared against expected modelled data at a system and sub-
system level revealing any issues in vendor device performance or overall system 
performance.
Additionally with the assistance of the simulation model, the final operational control 
strategy can optimised for day 1 load. Often these are left configured for the IST or 
operation near maximum load. The tests provide independent validation of the site and 
vendor equipment performance and any impact on ROI/TCO prior to sign-off and handover 
to the customer or operational team.
• Smart validation report 
• Performance issues listed with 
recommendations
• recommanded day 1 control strategy
• Calibrated Romonet software model (.rdcm 
file) for use in operations portal
• Provides independent validation of the site performance prior to 
handover
• Identifies whether the site will meet your technical and financial 
objectives  
• Empirical evidence of how vendors devices are performing 
compared to their claims 
Operations 
Portal
Im
p
ro
ve
/O
p
er
at
e
Romonet Operations Portal is designed for 
site operations and engineering teams to 
continuously track the expected versus 
actual performance of sites, systems and sub-
systems within their data center portfolio.
Romonet Operations Portal (SaaS) is designed specifically for site operations and 
engineering teams and allows the continuous tracking of expected versus actual 
performance within the data center. 
Romonet Operations Portal combines the power of the Romonet predictive simulation 
model with big data analysis of the data gathered from existing (or new) site 
instrumentation.
The site instrumentation data is continuously compared against the expected 
(predictively modelled) performance highlighting energy, availability and capacity issues 
long before  these issues can be seen by human operators or traditional BMS, EMS and 
DCIM based monitoring systems.
Romonet Operations Portal alerts operators when variance thresholds are breached and 
provides insight into what and why performance variances occur using the system’s 
trademarked Variance Analysis capability. This allows small and often centralised 
engineering teams to get instant visibility into site performance issues and carry out the 
first level of diagnostics without having to visit the site.
Romonet Operations Portal is delivered software as a service and requires no direct 
integration with existing BMS or EMS systems. Data from these systems can be 
packaged into .csv files and automatically pushed into the big data analysis platform 
within Operations Portal.
• Track expeted vs actual performance & cost 
for site or estate
• automatic tracking of performance 
divergence
• Software assisted issue diagnosis
• Intelligent capacity tracking & planning
• Very early warning of (proactive rather than reactive) 
performance issues related to availability, energy and capacity.
• A shift from time based to condition based maintenance due to 
the level of insight into subsystem performance (similar to the 
systems that operate in today’s modern motor vehicle).
• Ability to drill down into site performance issues and carry out 
diagnostic remotely
Product title Stage Web description Details  Output bullets Benefits
Romonet products
Analytics 
Toolkit
Im
p
ro
ve
/O
p
er
at
e
Patented predictive simulation software for 
cost and performance modeling within a data 
center. Enables you to model your site(s) 
assess performance, evaluate proposed 
upgrades or changes and predict costs with 
speed and accuracy.
Romonet software allows you to create a model of your data center(s) and then to analyze 
and predict operation from a technical and cost perspective, whether it is on the drawing 
board, at the building stage or has been running for several years. 
Analytics Toolkit is a client application that may be installed and activated by licensed users 
on their laptop or desktop PC. The software provides the tools required to create and 
modify data centre models and includes a database of devices, both generic and from 
specific vendors.  
Full training is provided to nominated users and Romonet provides user support throughout 
the annual subscription period.
Potential performance issues can be evaluated at the system, sub-system and device levels 
providing the ability to tune and optimise site performance with confidence.
The software helps users understand and evaluate the impact of load, climate and control 
changes on the performance of your facility. The ROI/TCO impact of proposed operational 
changes can be assessed, helping you to prioritise projects and select equipment vendors.
see benefits
Outputs & Benefits 
• Unlimited “What-If” analysis
• Access to over 500 different output charts and graphs available 
with each simulation
• Access to comprehensive vendor device performance library
• Access to ASHRAE world-wide TMY climate database
• Ability to model and evaluate the performance of your site(s)
• Access to pre-built model library
• Financial & engineering analysis
• All input and output data (and charts) available as .csv or .png 
format
• Runs on a normal modern laptop
• Flexible management and sharing of self-contained model files 
(.rdcm files)
• Configurable user access control to node and output levels 
• Fully useable from a laptop in areas without an internet 
connection
Smart Capital 
Project
Im
p
ro
ve
/O
p
er
at
e
Using a model created in our software we 
assist you by providing empirical data (cost 
and operational performance) for ROI and 
TCO justification of capital investment 
business cases and projects.
Using a model created in our software we assist you by providing empirical data (cost and 
operational performance) for ROI and TCO justification of capital investment business cases 
and projects.
We model and prove the expected ROI of the new capital equipment within the existing 
data center and it’s impact on TCO, unit cost, capacity and efficiency. Once the model is 
built (of if you have an existing live model within Operations Portal) running analysis of 
multiple options, different vendor equipment specification and configuration scenarios is 
both rapid and accurate.
If you are using Romonet’s Operations Portal, you can track actual vs expected ROI post 
implementation of the capital project. This enables data center operators to hold vendors 
accountable for the performance of their equipment and ensure your own site operations 
teams are operating equipment correctly.
Due to the relatively low resource cost of modelling different projects once a model is 
created, an organisation with many projects can rapidly prioritise all capital projects and 
rank them according to factors such as ROI, TCO or  impact on available capacity.
• ROI & TCO analysis report for options
• Project prioritisation on energy/cost impact • 
Romonet site models + variants (for use in 
operations portal)
Lower risk of poor deployment of capital and resource expense
High confidence and empirical evidences to back up ROI, TCO and 
operational benefits
Indépendant validation of internal capital or project business cases
Product title Stage Web description Details  Output bullets Benefits
Romonet products
Smart Audit
Im
p
ro
ve
/O
p
er
at
e
We use Romonet software to provide an 
industry benchmark of site performance and 
understand where and how to optimise for 
minimum energy and CO2 footprint, maximise 
capacity and efficiency. 
Using Romonet patented software, we create a model of an existing data center 
enabling us to analyse and assess performance and cost. Once calibrated against actual 
metered data, we can identify operational issues at system or sub-system level along 
with associated availability and cost implications.
We use the unique insight the software provides, combined with Romonet’s extensive 
knowledge of the data centre market, to benchmark the facility indicating how well it 
could perform, how it compares with facilities operated by your peers and a comparison 
with a “best in class” site. 
The audit includes recommendations for performance improvements from upgrades or 
control changes, all fully costed and evaluated and consistent with any SLAs and IT load 
changes. This provides guidance on the nature, timing and impact of any change along 
with the review of how the asset compares to others in your peer group and how could 
it be improved?
• Energy Audit – PUE, CO2,  Carbon Reduction 
Scheme compliance
• Cost Audit - TCO
• Benchmark Report
• Independent industry benchmark report
• Fully costed recommendations for improvements
Project 
Appraisal
B
u
y/
Se
ll Using our patented software we perform an 
investment grade analysis of major data center 
investments project on behalf of the investors
Using our patented software we perform an investment grade analysis of new data center 
investments as part of the investors due diligence. Romonet has over seven years of 
experience and works with all technology vendors and all types of data center operators 
worldwide.
Our extensive database and insight into new technology allows us to provide both empirical 
and experience based evidence and advise to investment teams reducing the risk of 
decisions that are often made with poor data, biased data or simply not enough data.
Romonet brings an independent view and patented software analytics to shed light on 
investment drivers, carry out “What-if” analysis and provide a clear and comprensive 
understanding to investors.
Romonet presents the results as part of an independent and unbiased report and often 
goes on to represent the investor’s interest after the investment has been made to ensure 
the ROI isn’t impacted as the asset’s design is further refined and specific equipment is 
chosen.
Detailed Investor grade Report or Presentation
High confidence investment decisions based on unbiased and 
empirical evidence
Ability to provide independent investor (technical) representation 
throughout the entire investment lifecycle
Product title Stage Web description Details  Output bullets Benefits
Romonet products
Smart 
Investment 
Audit B
u
y/
Se
ll
We assist you in the due diligence process when 
acquiring one or more existing data centre sites 
by evaluating the assets from a technical and 
financial perspective using our patented 
modelling software.
Using patented Romonet software, models are created of one or more existing data centre 
sites and their current and future technical and financial performance is evaluated. 
Each site is benchmarked against Romonet’s extensive site operational benchmark 
database giving investors a view into how a site ranks in a number of different areas.
Results and recommendations are made on the relative merits and potential issues that 
each site presents with supporting details and empirical evidence. 
The future performance and cost profile of each site will be reviewed and any significant 
but hidden cost events identified with their timing. A range of acquisition options can be 
rapidly reviewed providing full support to the investment decision process  
Romonet often goes on to represent the investor’s interest after the investment has been 
made to ensure the ROI isn’t impacted as the asset’s design is further refined and specific 
equipment is chosen.
Detailed Investor grade Report or Presentation
High confidence investment decisions based on unbiased and 
empirical evidence
Ability to provide independent investor (technical) representation 
throughout the entire investment lifecycle
Appendix IV 
Romonet Training Plan 
 
Session Training Topic / Section
Training Video 
Resources
Training Resources and Documents
Beforehand
Romonet Software Suite software 
download & installation, check 
training documentation reading 
and training video 
B1, B2, Licensing Tips, 
101, 102, 103, 104, 105, 
106, 201, 202, 303 & 506 
as a minimum
RSS – “Quick Start Guide” 
Romonet Engineer – “Getting Sarted Guide”
Day 1
*Introduction and Objectives
*Review of Support Portal 
resources
*Introduction to energy and cost 
modelling
*RSS:-
-User interface  
- Editing nodes
- Simulation settings
- Climate settings
- Running simulations
- Comparing models
Basic, Common and IT 
Video topics
Getting Started with Romonet software
Data Centre Concept Modelling Process
(download from www.support.romonet.com under 
Romonet University tab) 
Session Training Topic / Section Specific Resources Training Resources and Documents
Day 2
*Romonet Engineer usage:-
- Creat topology of data centre  
- Editing topology
- Upload to Romonet Enterprise
*Romonet Enterprise usage:-
- Populate data centre layout  
- Control settings, climate settings
- Run simulation
Reference models
Device library - generic
Reference data centre models
(download from www.support.romonet.com under 
Romonet Desktop Software tab)
LSBU or Brent Council DC documentation
Day 3
*Romonet Software Suite:-
- Review client data centre models  
- How to do “what if’s” 
- Comparison of results 
*Romonet Portal usage:-
- Upload models to Portalt  
- Parameter changes in Portal 
- Upload ‘actuals’ in to Portal
- Variances & issue identifcation
- ROI & TCO
-  Operational monitoring
LSBU or Brent Council DC documentation
Day 4 First customer training depends on the product(s) depends on the product(s)
Day 5 First customer training depends on the product(s) depends on the product(s)
Training Plan
Appendix V 
Travel and Accommodation Costs - Trainings 
 
Number of people Cost p/ person Total
UK - Quark 6 725,00£                  4.350,00£                
Brazil - Romonet 1 725,00£                  725,00£                    
5.075,00£                
Number of people Number of nights Cost p/ night Total
UK - Quark 6 6 50,00£                      1.800,00£   
Brazil - Romonet 1 4 40,00£                      160,00£       
1.960,00£   
Travel Costs & 
Accomodation £3.517,50
Travel Costs - Trainnings
Accomodation Costs - Trainings
Travel & Accomodation Costs - Trainings
Appendix VI 
Marketing Budget 
 
Oct (£) Nov(£) Dez(£) Jan(£) Feb(£) March(£) April(£) May(£) Jun(£) Jul(£) Aug(£) Sep(£) Oct(£) Total
4.466,00 4.008,00 8.474,00
 
465,00
478,00
725,00
Brochures (500) and Case Studies (50) 650,00
1.450,00
240,00
930,00
956,00
Brochures (500) and Case Studies (50) 650,00
1.450,00
480,00
1.550,00 1.200,00 350,00 1.200,00 4.300,00
350,00 350,00
1.200,00 1.200,00 1.200,00
50,00 550,00 50,00 150,00 50,00 50,00 100,00 1.000,00
100,00 100,00
50,00 50,00 50,00 50,00 50,00
550,00
£13.774,00
Hotel (6 nights)
Campaigns
Travel costs (2 people)
Hotel (3 nights)
Pens (200 pieces)
USB purchase(200 pieces)
Total PR
Marketing Budget
Sparks (or other)
Website translation
Grand Total
Total Online Marketing
Prospect online survey
LinkedIn Ads
Pens (100 pieces)
USB purchase (100 pieces)
Design (stand) and print- Tom Storer
Total Events
Brazil Enterprise – Sao Paulo
Symposium/ITxpo 2015 
Travel costs (2 people)
Appendix VII 
Romonet Brochure 
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Software that brings order 
to your data centre
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Concurrent “what if” scenarios to 
ensure best investment decisions
MODELLING
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Ensure contracts are profitable 
and revenue is maximised across 
the portfolio
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Rapidly analyse investments 
by return and understand the 
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Software that brings order 
to your data centre
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Store, access and analyse 
all your data forever
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Model the impact of 
any operational change 
without risk
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Track your Expected vs 
Actual Energy Consumption
h
POWER
EFFECTIVENESS
OPERATIONS
Set targets that account for 
climate and IT load and track 
performance against them
Appendix VIII 
Romonet Case Study example 
 
Challenge 
Compass wanted to demonstrate to its 
customers that its dedicated data centers 
were the first in the market that would 
not only operate to the highest standards 
of reliability, but would also perform 
predictably and efficiently from an 
operating cost perspective. Compass used 
its partnership with Romonet to achieve 
just that. 
Solution 
Compass used the predictive modeling 
capabilities of the Romonet Software 
Suite to validate the actual performance 
observed on-site versus the expected 
performance of the data center site, 
sub-systems and control strategies. 
Using the Romonet software model built 
during the design phase, the data center 
performance was tested immediately 
post-commissioning. Live data was 
compared with ‘expected’ performance 
data at a sub-system level, enabling 
issues to be immediately spotted and 
corrected as well as control strategies to 
be optimised for maximum reliability and 
lowest operating cost. 
Benefits	
Compass is now one of the first data 
center companies in North America that 
can prove the performance of their design 
in any region and under any operating 
conditions prior to construction. 
Once constructed and commissioned, 
Compass can test and prove the site is 
performing as expected (designed), and 
with Romonet Portal embedded, allow 
the new owner to continuously track 
and manage ‘expected versus actual’ 
performance in near real-time. 
Compass Datacenters is the world’s first data center provider 
to test and tune the performance of their data centers using 
advanced predictive modeling software from Romonet. This 
case study looks at how Romonet software was used post-
commissioning to validate design performance and provide   
customers with the ongoing ability to tune the data center for 
maximum reliability and minimum operating cost.
Profile: 
Compass Datacenters builds its 
dedicated data centers using patent 
pending Truly Modular™ Architecture. 
As an all included product a Compass 
data center is dedicated exclusively 
to the client, hardened to serve as a 
permanent solution, Tier III certified* for 
reliability, and LEED Gold compliant for 
enhanced energy efficiency. Compass 
data centers are geographically 
independent to enable clients to have 
Compass build it where they need it. 
Through innovative use of technology, 
and by leveraging extensive customer 
and data center experience, Compass 
has designed a solution that removes 
the unnecessary complexities 
associated with data center design, 
construction and operations to provide 
an alternative that is easy to plan, 
implement, operate and grow.
Compass Datacenters is the world’s first data center provider 
to test and tune the performance of their data centers using 
advanced predictive modelling software from Romonet. 
Case	Study	-	Compass
Validating	Performance
In March 2013, prior to handover of the 
facility for customer operation, Compass 
used Romonet software to performance 
test and optimize their first data center. 
A Compass data center is only delivered 
after a fully Integrated System Test (IST-
Level 5 commissioning) is successfully 
conducted to ensure that every system 
is concurrently maintainable and ready 
to support critical business applications. 
Compass has extended this to include 
testing against design performance using 
Romonet’s predictive modeling software 
to ensure the data center is properly 
configured for minimum operating cost.
Compass undertakes Integrated Systems 
Testing to verify proper installation and 
function of systems.  System redundancy 
and functionality are tested to ensure 
system availability as per the design 
intent.  Compass elected to run a further 
Performance Validation Test using Romonet 
software in which actual metered data 
from on-site metering was compared to 
expected performance data derived from 
the sophisticated Romonet model.
This provided Compass with 
demonstrable proof prior to customer 
handover that the data center was 
properly configured and could deliver 
the operational and cost performance 
designed to meet customer requirements. 
To enable customers to easily manage 
operational and cost performance 
post-handover, Compass has integrated 
Romonet’s Portal software-as-a-service 
into its open DCIM platform.  Portal 
allows customers to continually monitor 
and track actual versus expected 
performance. Customers leverage the 
validated performance model to forecast, 
report and manage operational and 
financial performance with confidence. 
As customers look to evaluate the 
impact of business changes and external 
events, they leverage Romonet Software 
Suite to test changes in a virtual model 
of the facility.  This enables them to 
continuously fine-tune performance, 
optimize capacity utilization and 
understand TCO, all without the risk of 
service disruption by experimenting on a 
live facility.  
Building	a	Better	Life	Cycle	 
Business	Case.
Compass uses Romonet Software Suite in 
order to:
•  Create an accurate TCO model of the 
data center so that it is clear from the 
very beginning that the design is the 
most cost-effective it can be given the 
specific requirements.
•  Validate the design and construction of 
the data center before handover to the 
customer and predict its performance 
thereafter.
•  Operate the data center to continually 
maximize ROI by analyzing expected 
vs. actual performance
•  Give their customers the ability to 
cost their installed IT platforms by 
using Romonet Portal’s Activity Based 
Costing capability.
“ Romonet Software has allowed us to demonstrate and 
prove the performance of our Truly Modular™ design under 
any possible operating condition. It serves to strengthen 
customer confidence in our ability to deliver maximum 
reliability at the lowest possible operating cost, providing 
even greater peace of mind.”
Chris	Crosby,	CEO,	Compass	Datacenters
Romonet	UK	
Corinthian House
17 Lansdowne Road
Croydon CR0 2BX
T: +44 (0)208 256 0250
info@	romonet.com	
www.romonet.com
Romonet	USA	(West	Coast)
2121 N. California Blvd.
Suite 290,
Walnut Creek, CA 94596
T: +1.415.658.5763
Romonet	USA	(East	Coast)
350 Fifth Ave,  
59th Floor
New York, NY 10118
T +1 917 397 0603
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Pinocchio’s Lie No.1
“I’ve cost optimized my data centers”
Breaking the service monoculture
Liam Newcombe, CTO Romonet
1 Summary
For most enterprises the cost of IT and particularly the data center has become a significant 
part of their total operating expense. Many have reached some sort of tipping point where data 
center or energy costs force a change in accounting or behavior. In some cases, the cost strain 
has triggered attempts to internally cross-charge for energy, in others the rising cost has led 
to wholesale outsourcing of capital costs to colocation or the entire IT cost to service or cloud 
providers.
Most organizations which own data centers will by now have carried out a number of cost 
reduction programs: to rationalize IT equipment, improve energy efficiency or release capacity. 
The problem is that these programs and products have generally dealt only with local symptoms 
of the problem and failed to tackle the underlying causes which make the majority of data centers  
inflexible, unnecessarily expensive, and poorly matched to the real business requirements.
Adding to these pressures on enterprise and service provider data centers is the rise of the 
‘hyperscale’ Internet data center. These über operators built facilities and IT platforms which are 
optimized to the delivery requirements in a way which is quite familiar to anyone operating in a 
low-margin highly competitive market such as retail. 
Enterprise data center managers are often faced with an insoluble conflict of demands to 
maintain legacy operating policies and standards whilst delivering Internet data center levels of 
energy and cost efficiency. These legacy practices will mean that many data center businesses 
will find it difficult to survive the disruptive market changes already underway; operators must 
adapt in the same way that manufacturing had to adapt to globalization or meet the same fate.
This paper will examine how many enterprise, colo and service provider data centers came to be 
so poorly matched to the businesses they support and what can be done to correct the issue. All 
of the required business methods and techniques exist and are used day-to-day in businesses 
from retail to manufacturing; bringing data center costs under control is a matter of recognizing 
the problem and implementing the corrective actions. The essential components to reaching this 
aim are, effective activity based costing and total cost of ownership (TCO), the later of which we 
will examine within the next whitepaper in this series. 
“I’ve cost optimized my data centers”
Breaking the service monoculture
1
2 The data center service monoculture
The major problem for most operators is a corporate dysfunction which allows otherwise modern 
and efficient organizations to run their data centers as if they were soviet era planned economies. 
This failure applies not only to large enterprise operators but also to colo and service providers.
The impact of this dysfunction is a fundamental mismatch of delivery to requirements where 
the overall cost of data center and IT services is too high whilst the level of service delivered to 
business critical platforms is lower than it should be.
2.1	 The	current	state	–	planned	inefficiency
The underlying cause is that the different components of IT services are not recognized or 
operated as a supply chain; instead the IT and DC operations are almost entirely inwardly 
focused. In most organizations budget is still supplied to the IT and Corporate Real Estate (CRE) 
departments which is then allocated to a mix of activities based on the IT plan, and the cost of IT 
is then allocated to the business activities using a central finance cost “allocation formula”. This 
allocation is, in reality, little more than a series of weightings which divide the total IT cost across 
the business. 
The key failure is that this formula does not reflect the cost impacts of the business unit demands 
and therefore provide either no incentive, or worse, perverse incentives for cost management.
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The most visible impact of this inward looking failure is that most organizations still build only one 
level of data center resilience and cost. Generally, this level of service and therefore capital and 
operational cost is generally defined by the requirements of the most fragile and highest impact of 
downtime services.
Most organizations have at least one set of services with a high cost of downtime or failure which 
is dependent upon a specific subset of hardware that is intolerant of failures. This typically results 
in the selection of redundant power systems and a narrow IT environmental control range to 
protect this business critical hardware. 
The common outcome is that the entire data center is built to Tier III or Tier IV capital cost with 
both capital and operational cost compromised by the limited environmental control range.
As an example, consider a typical financial services data center. The problem is that the criticality 
of the installed systems varies greatly - from developers’ test servers through to live transaction 
processing systems whose impact cost is serious enough to be measured over minutes or 
seconds of outage. Despite this, the entire data center has been located, designed and operated 
as if all of the equipment is a fragile live transactional system.
This represents a double failure:
• The most critical and fragile applications define the delivery cost for all of the 
capacity, thus either the actual cost substantially exceeds the required cost. 
• The operating staff are unable to give preference or any improved service level to the 
most critical systems.
2.2 The IT equipment is a monoculture too
The same monoculture that we see in the data center infrastructure also extends into the IT 
equipment. It is common to see that the majority of the IT equipment in these data centers is of 
the same general specification, irrespective of the importance of the services it is supporting. 
In many cases the virtualization revolution has further increased the homogeneity of the IT stack 
as these platforms are built using an undifferentiated set of server equipment, with associated 
expensive storage systems and high-priced network equipment. 
The mantra of “no single point of failure” is normally in evidence with redundant connections for 
every part of this system irrespective of the importance of the services being supported. It is easy 
to see why; in the absence of differentiated pricing the IT department builds the entire platform at 
a single level of cost.
 
It is easier to run the infrastructure platforms if they are entirely homogeneous, and when 
the purchased capacity is fully deployed further budget is required to support new business 
applications.
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3 The rise of the hyperscale data center
One group of companies has broken the standard mold and built a new kind of data center which 
is designed to meet a very different set of business requirements. The hyperscale operators have 
been able to build a new type of data center thanks to a combination of factors:
• Their capital and operating costs are dominated by data centers and IT which creates 
a strong business focus on controlling these costs properly.
• They are able to design and deploy software applications to achieve resilience at the 
software or network level. 
• They operate a small number of platforms at a very large scale as opposed to the 
enterprise data center which typically operates a large number of applications at a 
small scale.
• They typically invest in a significant level of automation in the deployment and 
management of services across the IT equipment.
This new approach to the data center has allowed them to fully commoditize the IT equipment, 
mechanical and electrical infrastructure of the data center. The Open Compute specifications 
are a clear example of this move to commoditization but note that in many cases this is a new 
monoculture.
The outcome is that Internet operators typically operate data centers which are far more like 
a factory than an enterprise, colo or service provider data center. Each aspect of the location, 
design and operation is tuned to control cost. In contrast to the enterprise data center, anything 
which negatively impacts cost, such as IT equipment with narrow environmental ranges must 
justify the impact rather than simply setting the lowest common denominator for the entire site.
4 Cloud – the deregulation of data centers
The much hyped arrival of “cloud” in the data center market is also serving to disrupt the service 
monoculture by bringing competitive market forces to bear. This will impact all of the operators 
who have invested in “Enterprise” data centers, traditional enterprises, colocation providers and 
managed service providers as the new competition takes their business and budget.
The data center business has for many years managed to avoid much of the competitive 
pressure that applies to other commercial activity. This has been due to an unusual combination 
of factors:
• Highly technical activities with restricted availability of expert knowledge.
• An inability to effectively predict or manage capital or operational cost leading to low 
expectations of cost management.
• High business impact of failures and a reliance on hardware availability instead 
of fault tolerant software systems design resulting in a focus on availability at the 
expense of cost efficiency.
In the market transformations of globalization starting in the 1980s it was deregulation of 
markets coupled with improvements in global supply chain efficiency and cost which disrupted 
the incumbent players and forced them to modernize their cost controls or lose out to new 
competitors. 
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This change is significant for two reasons:
• The IT department will be bypassed for services and budget if it is not able to 
become cost competitive with cloud providers.
• The business units purchasing cloud services are breaking the monoculture already 
by purchasing services from a data center which meets none of the enterprise 
“standards” and communicating their availability, security and location requirements 
directly to the provider.
Cloud then, has already started to break the service monoculture and control by bringing price 
pressure to the market and delivering to what used to be the captive market of the IT department.
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For current data center operators the emergence of “Cloud” services is that market event. Cloud 
technologies mean that it is no longer necessary for equipment and software to be located in the 
enterprise data center or even the same country in order to communicate with other systems or to 
be accessible by users.
 
Cloud providers tend to build data centers which are far more like the hyperscale data centers 
than those run by enterprise, colo or traditional managed service providers. Key differences 
include:
• Just as in globalization, the location of a cloud data center is selected for low capital 
and operating cost, not to be close to the market it is serving, so Internet distribution 
is cheap.
• Cloud providers tend to specialize in a specific small set of applications and services 
which allows for economies of scale in both expertise and automation.
Cloud providers are not competing for budget from the IT department budget but instead 
competing directly with the IT department for budget allocation from the business units where the 
value creating activities occur.
5 Activity Based Costing for data centers
How can the incentives and behaviors be changed to bring about real cost optimization across 
the entire delivery chain without damaging the delivery of services critical to supporting business 
value activities?
The key can be found in changes that have taken place outside the IT department in most 
commercial organizations. It is generally accepted that IT systems have had a pivotal role in the 
transformation of many organizations, with enhanced access to, and accuracy of, information 
and analysis capability for information which allow organizations to become more efficient and 
therefore more competitive. Perhaps unsurprisingly, software can do the same for the data center 
and IT organizations.
This price pressure is increasing for internal IT departments as improving application portability 
allows external providers to compete for more of the IT budget as prices fall. It also exists for the 
increasingly commoditized service providers. In each case, being more cost efficient presents a 
substantial advantage. The downside for those who do not modernize is that their ineffective cost 
information leads to decision errors which harm the business.
This might be under-costed services which are delivered at a negative margin, or over-costed 
services which cause a loss of profitable business to competitors. In the case of an enterprise the 
inability to effectively cost the provision of IT services to the value creating activities means that 
those activities themselves are incorrectly costed leading to potentially flawed decisions about 
those activities.
One response has been for data center operators to invest in complex systems which gather 
information about the costs and utilization of their data centers. The systems are generally 
designed to acquire and store detailed information about the assets in place or meter the energy 
delivered to the IT equipment. Unfortunately, as indirect costs dominate in the data center, this 
asset information, even if costs are included, is not easily translated into a form which supports 
any reasonable allocation of the overall cost of any individual activity.
5.1 Activity Based Costing
In other industries with similar complexity and mixtures of direct product costs such as 
components used in manufacturing and indirect costs such as the factory and staffing, an 
approach called Activity Based Costing has been successfully deployed. The goal of Activity 
Based Costing is to assign cost to each output product or service based on the consumption of 
resources by the activities leading to that output.
In Activity Based Costing (ABC) the output service costs are determined by assessing the 
contribution of each element of the data center, from the generators and staffing through the IT 
equipment to each service. Using this information, the full capital, operational and energy costs 
are effectively allocated and so the production of high quality cost information about each service, 
platform or customer is delivered. 
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5.2 Using ABC to inform and optimize decisions
The calculation of activity based costing does not, on its own, transform an enterprise, or 
service providers’ cost of delivery, however the use of ABC allows two critical changes in the 
organization:
• The demands of business units or customers impact the costs they pay, thus it is in 
their interest to only request what they actually need to meet their requirements, not 
what is the least effort or least local budget cost to them at that time.
• Information about the requirements of the end service passes through the supply 
chain to allow for informed decisions to be made at each stage in the context of the 
overall supply chain
These two changes allow the organization to address the corporate dysfunction identified above 
and instead operate as an informed and efficient market. Each individual or department is able 
to understand what their component or activity supports and run to maximize cost efficient use of 
the resources available to it based on real requirements information. 
The key element of ABC is the ability to assign cost back to outputs based on their actual, 
individual and effective use of the elements in the supply chain that allows differential costs to 
be calculated; the old finance allocation model as described earlier is highly inefficient and often 
causes perverse incentives.
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6 Building what you need
A number of organizations have recognized that they should have data centers of different 
availability and cost levels. Where these are separately costed, only those systems which can 
justify the higher cost are present in the high availability area, with the added benefit that data 
center operations staff know which systems are most critical and to be protected more carefully.
eBay has done this already, splitting services into cheap to deliver Tier II (lower availability) space 
and expensive Tier IV (banking level cost) space based on how critical they were to the business. 
This has allowed eBay to place ~80% of their estate into low cost space, (lower cost than colo 
space).
Of course, the key to ensuring that the high cost gold-plated capacity is not filled up with low 
priority clutter is to cross charge appropriately for it.
6.1 Effective selection of enterprise data centers, colo, MSP and cloud
An organization which is able to effectively cost the delivery of business supporting services, 
whichever mix of supply chain components are used, is able to make informed and effective 
decisions about where and how to deliver services.
Where cost, security, location and availability requirements are understood along with the time 
frames over which the business can forecast demand an effective mix of resources may be 
planned. An organization may choose to build some low cost Tier II but very high power density 
space for its High Performance Compute for, say, oil and gas exploration; alternatively the 
demand for HPC may be more dynamic and it may be more appropriate to use a cloud broker.
On the other hand, most organizations have some subset of services which represent 
differentiating business value which may be better kept in house where they can be managed and 
protected more directly. There are many valid arguments for keeping business critical functions, 
such as transaction processing, in house in your own data center where the quality, security and 
availability of service can be properly managed.
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7 Conclusions
The data center industry is meeting its own globalization moment – the rise of the hyperscale 
Internet data center and the adoption of cloud technologies has meant that many data centers are 
under enormous cost pressure. The old way of building and running monolithic data centers that 
conform to the most delicate pieces of equipment is ruinously poor value for many organizations. 
Organizations that continue to run cost inefficient facilities will find that they will lose business or 
profit to the new players in the market. 
In the IT space hyperscale operators are recognising that, even in their environments, where 
they run relatively few applications, an IT monoculture does not enable each application to be 
delivered at optimal cost and service level. Even Google, famous for its homogeneity and use of 
cheap components, is recognising that actually different systems are suited to different types of 
task.
For owners of enterprise data centers or colocation facilities the current, piecemeal approach to 
‘cost optimization’ is insufficient – true, detailed and accurate activity based costing is required in 
order to remain competitive.
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Product Details 
Using Romonet patented software, 
we create a model of an existing data 
center enabling us to analyze and 
assess performance and cost. Once 
calibrated against actual metered data, 
we can identify operational issues at 
system or sub-system level along with 
associated availability and cost implica-
tions.
We use the unique insight the software 
provides, combined with Romonet’s 
extensive knowledge of the data centre 
market, to benchmark the facility indi-
cating how well it could perform, how 
it compares with facilities operated by 
your peers and a comparison with a 
“best in class” site. 
The audit includes recommendations 
for performance improvements from 
upgrades or control changes, all fully 
costed and evaluated and consistent 
with any SLAs and IT load changes. 
The audit combines a detailed review 
of your site performance with recom-
mendations for improvements with an 
industry benchmark. 
Outputs 
• Energy Audit – PUE, CO2,  Carbon 
Reduction Scheme compliance
• Cost Audit - TCO
• Benchmark Report
Benefits
• Independent industry benchmark 
report
• Fully costed recommendations for 
improvements
We use Romonet software to provide an industry 
benchmark of site performance and understand 
where and how to optimise for minimum energy and 
CO2 footprint, maximise capacity and efficiency. 
#modelitfirst 
www.romonet.com
Romonet Ltd (UK)
+44 20 8256 0250
info@romonet.com
Romonet Inc (USA) 
+1 415 578 0049
info@romonet.com
“  Having used Romonet® Software Suite firsthand, I’d really 
recommend it to our clients because they can understand 
exactly where they’re using energy in the data center, they 
can avert risks and they can understand where costs are 
being generated.” 
 
Victor Smith 
Data Centre Technology Director at Dell
Smart Audit
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